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Roush Proofs 


In spite of the war, the McCall 
readership study shows, women are 
still most interested in romance. 
Each female ego continues to be 
the center of its universe. 


. VV F 


It’s interesti:g to learn the ex- 
perts have found that women’s 
thoughts continue to be centered 
on themselves, their love affairs 
and their homes, but that doesn’t 
have to be classified as news. 


a 


This is a great time for the 
movies to improve their business, 
ADVERTISING AGE suggests, but the 
deep thinkers of Hollywood will 
probably decide the answer is triple 
features. 


- ww v 
Carl Sodi, who sank a tee shot | 
for a hole in one the first time he 
played golf, opines he may take up 
the game. On the other hand, this 
is the perfect spot for a graceful 
retirement. 


> Vv 


“Join the Navy and See the 
World” continues to be a _ great 
slogan for the advertising of battle- 
ship transportation, though an oc- 


casional pessimist may complain | 
that they’re taking in too much 
territory. 


v v v 
One of the nice things about Joe 
DiMaggio’s record-breaking hitting 
streak is that it’s turned the spot- 


light once more on the glamorous 
exploits of Wee Willie Keeler. 
v v v 


| 
Five pretty girls will sell defense | 


stamps at Esso’s Treasury House in | 
Washington, thus making it possible 
to practice thrift in the most pain- 
leSs way. 


v,y¥ ey? 


A census statistician says it looks 
as if the current birth rate will 
mark an ll-year high. The draft | 
did a lot of things for wedding and | 
teething rings. 


Expect 6% Rise 
in Sears, Ward 
Catalog Prices 


Emergency Already 
Having Effect; See 
Greater Shortages Later 


By FRANK HICKS 


Chicago, July 3.—An 
price advance of approximately six 
per cent is expected in the fall and 
winter catalogs of Sears, Roebuck 
& Co. and Montgomery Ward & Co. 
when the books are issued the mid- 
dle of this month, it was learned 
today. The catalogs are expected 
to be complete, thanks to a policy 
of allocating scarcer items to the 
mail order divisions and at the 
expense of the retail outlets. 

It is possible that these will be 


the last complete catalogs issued 
by these companies for a _ while, 
depending on the length of the 


national emergency. Both compa- 
nies anticipate difficulties in buying 
certain supplies for the spring-sum- 
mer books. 


As it is, the fall-winter books are 


expected to reflect growing short- 
ages in various departments. Prod- 
ucts heretofore using considerable 
quantities of metals essential to the 
national defense program will con- 
tinue to be available but with con- 
siderable use being made of substi- 
tutions. There also is the possi- 
bility that an unusual demand will 


bring about shortages of various 
products such as tires and radios 
by the time December has rolled 
around. 


European Goods Cut 
Those products which have been 


imported from continental Europe | 


are expected to be entirely missing. 
In this category are such items as 
watches emanating from Switzer- 
land, toys, chinaware and novelties 
which have come from Germany 
and countries now under 
domination, and many other prod- 
ucts, frequently in the lower price 
ranges, which have been secured 


|from central European sources. 


v v v 


The wife of Champion Joe Louis 
says the heavyweight king socked 
her twice. But she can still file 
her suit in person instead of through 
her executor. 


>, VF 


It's easy to understand how the 
love taps of the brown bomber 
might easily be mistaken for some- 
thing else by even the most experi- 
enced spouse. 


. Vv F 


“The idea that you must provide 
ersonal attention for every cus- 
tomer in the store is strictly horse 
ind buggy thinking,” says Dan 
Hines. Of course it probably worked 
out all right when merchants were 
chiefly interested in the carriage 
trade. 


~ we 


Dr. Vergil Reed has quit offering 
special photostatic census tabula- | 
tons “for the price of a football | 
ticket.” He found entirely too many 

idiron fans in his audiences. 
v v v 


That long Fourth of July holiday 
Was fine, provided the boss will be | 
sensible enough to let you take the 
rest of this week to recover from it. 


Copy Cus 


|; appear 


Only by dint of great foresight 
have buyers been able to anticipate 
growing shortages by placing orders 
far in advance for commodities 
which promise, sooner or later, 
on the list of 
perhaps even on the 
list. It is in items such as these 
where the price advances are ex- 
pected to be the most marked. 

Then, too, there is the matter of 
furniture. With shipping space at 
a premium, it is becoming increas- 
ingly difficult to get such woods as 
mahogany. Instead, for instance, of 


scarcities or 


offering furniture in solid mahogany | 
the mail order purchaser as well as 


the purchaser at retail outlets will 
have to be satisfied with a ma- 
hogany veneer product. 
Clothing Less Affected 
If there is any department which 


will be only lightly touched by the | 


present emergency, it will be cloth- 
ing. Although it is possible that 
(Continued on Page 27) 
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FORD MOTOR COMPANY OF CANADA, LIMITED 


These three institutional advertisements carry typical illustrations and copy reflect- 
ing the national defense theme now predominant in Canada. 


Sales, Advertising Volume 
Forge Ahead in Canada 


Regulation of 


Government Emerges 
as a Leading Advertiser 
in Dominion 


BY IRWIN ROBINSON 
Toronto, Ont., July 1—For a 
country that has been at war nearly 


Private Buildi 

. . 
two years, Canada offers compara- | by UJ. " in fing 
tively few outward signs that she | 


is engaged—along with her sister | 


lnations of the British Common- | Would Hamper or Halt 
wealth— in a life and death struggle | Construction of Homes 
for existence. One senses very 


quickly, to be sure, a calm, unmis- 
'takable determination to pursue | 
|the war effort at a steadily accel- | 
lerated pace. But the visitor who 
thinks of war in terms of marching 
| soldiers, blaring bands, rigid re- 
|strictions on civilian movements 
and radically altered living habits 
is doomed to disappointment when 
‘he crosses the border to the north. 
Only the other day a well-known 
{Canadian journalist criticized his 
| government for failing to gush forth 
with “showmanship”, to dramatize 


Costing Over $6,000 


By A. P. MILLS 


Washington, D. C., July 2.— 
Stringent regulations on _ private 
non-defense construction the ul- 
timate effect of which may be to 
prevent prospective house builders 
from carrying out their intentions 
for the duration of the war emer- 
gency—are being put into effect by 
the government in order to insure 
the flow of materials to necessary 
defense housing projects. 


Canada’s unprecedented undertak- Within the next week, Defense 
ing for her own citizens as well as| Housing Coordinator Charles  F. 
| those of the United States. The ab-| Palmer will supply the priorities 


sence of fanfare may be regrettable 
| to some observers, but to others 
Canada’s current performance is a 
| vivid dramatization of a democratic 
arsenal in action. 

| From a merchandising point of 
(Continued on Page 26) 


division of the Office of Production 
Management with a list of all pub- 
licly-financed defense housing proj- 
ects for which priority assistance is 
recommended, a list of areas in 
which an acute shortage of housing 
(Continued on Page 28) 


Last Minute News Flashes 


Four Agencies in “Final” for Florida Citrus 

Lakeland, Fla., July 3.—After hearing 24 agency presentations, the 
Florida Citrus Commission, having first voted against splitting the ac- 
count up into fresh and canned fruit divisions, has narrowed the field 
down to four—Blackett-Sample-Hummert, McCann-Erickson, J. Walter 
Thompson, and Kudner. The final decision will made after each 
of these four is contacted in New York. 


be 


Seeds Gets Mennen Men's Products; Resigns Armand 


Chicago, July 3.—Mennen Company has appointed Russel M. Seeds 
Company to handle advertising of its men’s products division. The 
agency will open a New York office in Rockefeller Center to service 
| the account, which will be contacted by H. J. Richardson, Jr. Seeds 


simultaneously announced resignation of the Armand Company account, 
which will hereafter be handled by Ivan Hill, who has contacted the 
account for Seeds during the past year. Mr. Hill plans to open his own 
agency in the Palmolive Bldg. 


Moloney Named Head of Paul Block Organization 

New York, July 3.—Herbert W. Moloney, with the organization since 
1908, and for the past three years sales manager of Paul Block & Asso- 
ciates, has been elected president, succeeding Paul Block, who died 
June 22. Cornelius A. Regan was named general manager, with Charles 
J. Boyle continuing as executive vice-president. Paul Block, Jr., and 


William Block were elected vice-presidents, and Daniel Nicoll, pub- | 


lisher of the Block Newspapers, was also named a vice-president. 


‘International Salt Industrial Division to Mathes 

New York, July 3.—J. M. Mathes, which has handled consumer adver- 
tising of International Salt Company’s Sterling table salt for the past 
year, has also been named for the company’s industrial division 


PACA Maps 3-Year 
War on ‘Antis’ 


at Annual Meeting 


$75,000 Drive Planned 
to Carry Advertising's 
Story to Public 


(Other stories of the Pacific Ad- 
vertising Clubs meetings appear on 
pages 6 and 19.) 


BY WILLIAM KRAUCH 
Santa Barbara, Cal., July 2.—A 
| three-year “advancement of busi- 
ness and advertising” program to 
expand the effectiveness of adver- 
|tising and actively combat anti- 
advertising and anti-business activi- 
ties was heartily approved this 
week by almost 1,000 members of 
the Pacific Advertising Clubs Asso- 
ciation, holding its 38th annual con- 
vention here. 

The program will be under the 
j}active supervision of Charles Col- 
| lier, assistant to the president of 

association, who was named 


| the 
|managing director of the movement 
and charged with setting up and 
directing the program, for which a 
total of $36,000 has already been 
pledged by Pacific Coast advertis- 
ing agencies and advertisers. The 
projected plan calls for total expen- 
ditures of $75,000 during the three- 


PACA Gets Added Thrill 

Santa Barbara, July 2.—In 
addition to the scheduled excite- 
ment at the PACA meeting, 
delegates got an added thrill 
when an earthquake struck here 
at 11:58 last night, driving all 
out of their rooms, although no 
serious damage was reported. 

PACA officials refused to com- 
ment on a report that the up- 
heaval was caused by the earth- 
shaking remarks of the principal 
convention speakers. 


year period, divided equally over 
the years, and little trouble is 
anticipated in reaching this goal. 

Don Belding, vice-president of 
Lord & Thomas, Los Angeles, was 
re-elected president of the coast 
association, which also voted to 
change its name to Pacific Adver- 
|tising Association, since the mem- 
‘bership includes individuals and 
/companies as well as advertising 
‘clubs. Other officers elected were: 
Larry Lane, publisher, Sunset 
Magazine, senior vice - president: 
‘Claire Drew Forbes, advertising 
manager, Rhodes Department 
|Store, Seattle, vice-president at 
| large; Kenneth Bourke, Tacoma, 
)secretary-treasurer; vice-president, 
|District 5, I. Shun, Advertising 
|Counsellors, Inc., Phoenix, Ariz.; 
| vice-president, District 4, Howard 
Willoughby, Foster & Kleiser, San 
Francisco, 


Add to Directorate 


| The board of directors was in- 
|creased from 12 to 17, adding the 
chairmen of four operating divisions 
and the chairman of a newly- 
created Pacific Coast Advertising 
| Division, which will be composed of 
|24 West Coast business leaders. The 
1942 meeting of the PAA will be 
held in Tacoma. 

| The “advancement 
‘and advertising” 
occupied the 


of business 
program, which 
major share of the 


convention’s attention, will be put 
|into operation immediately, follow- 
|ing in general the plan which Mr 
outlined previously. 
head this 


had 
Collier, 


Belding 


| Mr. who will 
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, 
activity, was appointed by a com- 


mittee developed following the mid- 
sinter conference of the PACA in 
Oakland last year to raise funds. 
Trustees under this program are | 
Reese H. Taylor, president, Union 
Oil Company, Los Angeles; Alfred 
W. Eames, president, California 
Packing Company, San Francisco; 
J. F. Fitzpatrick, publisher, Salt 
Lake Tribune-Telegram; E. B. Mac- 
Naughton, president, First National 


“This present distrust of adver- 
tising and the threatening attitude 
of the consumer should worry us 
not alone as advertising men but 
more deeply as Americans,” Mr. 
Kudner said. “It is a symptom of 
what has diseased a whole decade 
. a virulence of cultivated dis- 
affection and distrust. It has sown 
suspicion and bred envy, hamper- 
ing the enterprising and _ service- 
able and productive among us, by 


Bank of Portland, and Frank Mc-| smearing their motives and chal- 

Laughlin, president, Puget Sound /|lenging their rewards. . . 

Power & Light Company. “There has always been an over- 
Mr. Collier will establish offices plus of asking, ‘What’s wrong with 

in Los Angeles in order to work | advertising?’ The only thing wrong 


closely with Mr. Belding, who has 
fathered the plan. One of his major|that is wrong with everything else. 
tasks will be to coordinate the} All institutions, churches, govern- 
efforts of the 22 members advertis-| ments, democracies have it. They 
ing clubs which already have all fall down in one place or another 
appointed committees to contact) for the same reason, and that rea- 


with advertising is the same thing 


schools, women’s groups, clubs, etc.,|son is they depend on people to 
and to make available to these|make them work. There is very 
groups educational material pre- | little basically wrong with advertis- 


senting a clear-cut picture of adver- 
tising’s place and function. 


ing except this.” 

Sketching the economic history 
of the United States and the contri- 
| butions of advertising, Mr. Kudner 

Arthur Kudner, president of Ar-| declared advertising’s main fault is 
thur Kudner, Inc., New York| that it has been unadvertised. “Ad- 
agency, struck the keynote for the vertising in simple terms is a time- 
meeting by declaring that adver-| saver,’ he said. “It saves time in 


Kudner Keynotes Sessions 


tisers must coordinate their efforts| introducing betterments and inno- | 
vations, in communicating benefits | 


toward counteracting anti-advertis- 


tising propaganda. |}and values, in finding and holding 


expanding markets. In our concern 
over the criticism of advertising we 


have done too little to examine this, | 


its positive side—we have left 
unsung the manifold contributions 
it has made and continues to make 
to the 


system under which we 
live.” 
Maurice Heaton, of Williams, | 


Lawrence & Cresmer, Los Angeles, | 


told the group how the Los Angeles 
club has already gone a long step 
down the path of educating con- 
sumers, particularly 
| cooperation with home economists. 
|The club has also been successful in 


| securing the cooperation of schools 


so that textbooks and _ reference | 
works are being carefully reap- | 
praised. 
| Claire Drew Forbes, advertising 


|/manager of Rhodes Department 
Store, Seattle, who was introduced 
|by Mr. Heaton, told how the Seattle 
|club started a consumer council and 
| conducted investigations to discover 
where advertising information was 
originating and what people in gen- 
eral thought of advertising. This 
has been followed up by contacts 
with clubwomen, school teachers 
and others. 


Resigns Lamp Account 
Donahue & Coe, New York, has 
resigned as advertising counsel to 


| Lightolier Company, Jersey City. 


AMERICAN BUILDER advertisers get the 
choicest, hand-picked prospects in the 
field of residential and light-load-bearing 
construction, because AMERICAN 
BUILDER readers are the most active 
building professionals in the communities 
in which they operate 

builders 
In Madison, Wisconsin, and vicinity, for 
instance, every active building man who 
erected seven or more single-family 
houses last year is an AMERICAN 
BUILDER subscriber. AMERICAN BUILDER 
subscribers accounted for 70 per cent of 
the 1-family houses built there last year 


In a nation-wide cross section, 73.8 per 
cent of AMERICAN BUILDER readers 
erected two or more houses last year, 
and averaged nearly ten houses each 

AMERICAN BUILDER provides an audi- 
ence of hand-picked prospects for manu- 
facturers editors 
thoroughly grounded in problems 


) 


building industry 


because its are so 


of the 


TO SELL The Building Field, SELL American 


But don't take our word for it 
advertisers 


sales from advertising 


105 W. Adams Street 


CHICAGO 


A Picked, 
PROSPECTS 


Its editorial pages pre-condition the read- 


Its readers are active building men — 


who buy! 


Ask the 


Their results tell the story. 


When results are compared—actual 


inquiries— 


it's AMERICAN BUILDER every time. 


MERICAN BUILDER 


~ AND-BUILDING AGE 


{ Simmons-Boardman Publication 


Builder Readers First 


through close | 


| 


| 


Taking time out from sessions of the Pa 
vention at Santa Barbara, Cal., is this 
Howard Willoughby, Foster & Kleiser, Sa 
Don Belding, Lord & Thomas, PACA president; Russell Z. Eller, advertising direc- 


tor, California Fruit Growers Exchange 


PACA DELEGATES TALK THINGS OVER 


cific Advertising Clubs Association con- 
happy group: (left to right, seated) 
n Francisco, PACA senior vice-president; 


; (standing) C. A. Storke, News-Press 


Publishing Company, Santa Barbara; Arthur Kudner, Arthur Kudner, Inc.; and 


Larry Lane, publisher 


of Sunset Magazine. 


ASCAP Expected 
to Reject New 
NBC Proposal 


New York, July 1.— Although 
| ASCAP would make no official com- 
|}ment, spokesmen for the _ society 
‘indicated this week that the NBC 
proposal of last weekend for the 
use of ASCAP music had been put 
in the same class with the CBS offer 
which preceded it as “unaccept- 
able.” Off-the-record talk had it 
that the NBC formula, suggesting a 
/somewhat higher rate of pay than 
CBS offered, was considered an- 
other attempt to “destroy” ASCAP 
by keeping its music off the net- 
works as long as possible. 
Described by President Niles 
Trammell as_ representing “our 
best efforts to solve the music prob- 
lem which has existed since Jan- 
uary 1, 1941, when former licenses 
from ASCAP expired,” the NBC 
proposal suggests separate licenses 
for the Red and Blue networks and 
for each of the seven NBC-owned 
stations. Under the blanket network 
commercial license, NBC would pay 


ceipts from the sale of time. In- 
dividual stations, under the local 
station blanket commercial license, 
| would pay ASCAP 2 per cent of net 
receipts. 

| For network sustaining programs, 
| NBC would pay ASCAP a license 
\fee of $200 a year for each M&O 


er's mind so that he is not only willing but |and affiliate station, and for local 
anxious to read advertisements that will |station sustaining programs each 
help him solve job problems. AMERICAN 
BUILDER is backed by sixty years of suc- 
cessful service to the building industry. | 


O station would pay an annual 
|fee according to its net receipts. 
| Since NBC must pay for clearing 
all network music at the source, the 
|proposal was tendered subject to 
the acceptance by NBC affiliates of 
| their portion of the network com- 
mercial license fee. 


| Perkins Takes Golf 


‘Honors at Chicago 


E. V. Perkins, The Petroleum En- 
gineer, won the Paul I. Aldrich cup 
,for low net in the Chicago Dotted 
| Line golf tournament held at Itasca 
|Country Club, June 27. N. R. 
|Swartwout, Bakers’ Helper, took 
low gross honors, and B. C. Bowen, 
Boot & Shoe Recorder, won the 
blind bogey. 

Other major event winners were: 
lfirst low gross, first nine, Emil 
| Stankey, Traffic World; first low 
|gross, second nine, Paul Clissold, 
| Bakers’ Helper; first low net, first 
|nine, H. S. Wallace, The National 
Provisioner; first low net, second 
nine, G. D. Crain, Jr., ADVERTISING 
|Ace. H. H. Morrison, Simmons- 
| Boardman Publishing Corporation, 


30 Church Street | won the award for the lowest score 


NEW YORK °" the three longest holes. 


The outing celebrated the organi- 
zation’s tenth anniversary. 


Elected to Four A’s 


Olmsted-Hewitt, Inc., Minneap- | 
member- | 
Association 


olis, has been elected to 
ship in the American 
of Advertising Agencies. 


ASCAP 21% per cent of its net re- | 


Lever Launches 
Fairy Soap Drive; 
Ist in Ten Years 


New York, July 2.—With both 
Ivory and Swan vying for consumer 
attention in virtually all leading 
markets, Lever Bros. Company has 
|unlimbered a new gun in the battle 
'of the white floating soaps with the 
first campaign in a decade for Fairy 
soap. Newspapers in Detroit, Grand 
|Rapids and Troy are carrying the 
|copy with extension to other eastern 
| markets scheduled for the next few 
| weeks. 
| Fairy soap, once in the forefront 
of national advertising, has been 
|absent from the ranks for ten years, 
| with the exception of a brief test 
| splurge in Baltimore in 1934. Lever 
Bros. acquired the brand from 
Hecker Products Corporation two 
and a half years ago. Batten, Bar- 
ton, Durstine & Osborn, appointed 
lat that time to handle the account, 
| is in charge of the new effort. 
| Fairy insertions are 400 and 65 
| lines in size and feature a one-cent 
sale. Copy stresses that the offer 
is made “to prove that pure, white 
floating Fairy soap is best for all 
your family.” One cake of soap is 
given away for a penny with the 
purchase of three other cakes at the 
regular price. 


Clifford to B&B 


Charles Clifford, formerly with 
Brown & Thomas Advertising Cor- 
poration, New York, has joined 
Benton & Bowles, New York. 


Names Erwin Wasey 

Seeck & Kade, New York, has 
appointed Erwin, Wasey & Co., New 
York, to direct advertising of Per- 
tussin expectorant. Edward H. Hen- 


|/nen is account executive. 
| 


$1,641,651! 


plus purchasing power 11! 


MEMPHIS 


To date this is the estimated plus 
purchasing power, based on de 
fense contracts, awarded in Mem 


| 


phis Reach this plus—in addi 
tion to the rising, normal pur 
chasing power effectively and 


economically, with taxiposter ad 
vertising. 1,272,384 average 
weekly circulation at no rate 
increase! For details write Wm 
E. Whaley Co., Washington Bidg.., 
Louisville, Ky. 
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WA\Ns 


THEYRE NOY 


“JUST LOOKING’ § 


WHEN YOUR AD _— 


OST magazine readers “love to look at’ = This “Sth color” does a job on the trade, too. . 
M the ads”. Here’s a national magazine that’s part of the 

But there’s one magazine where they do dealer’s own advertising medium. He’s already 
more than look. They take a weekly shopping —_Sld_ on the power of its ads. He can really tie up 


trip through its pages. They mean business. with them in his own advertising. 


That’s because THIS WEEK is more than a And he knows this magazine really covers 
national magazine. It’s also an integral part his big-city customers. For by concentrating its 
of the Sunday newspaper — the traditional © million copies in America’s 24 key markets, 
meeting-place of America’s big-city merchants — THIS WEEK reaches as many homes there as the 
and shoppers. 


: . | women’s m agazin 
This extra sales feature is what we mean THIS : es, combined. 


—— by the “Sth color in magazine advertising”. 


aN 
It’s the local color that turns national ads WEEK SELLS THE ABY MARKETS 


—<€« into Main Street sales, in each of America’s 


next 4 weeklies, or the top 4 


24 key markets. 
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Toned-Down Teel 
Copy Scheduled 
for Magazines 


Agree on Third Revi- 
sion of Competitive 
References 


New York, July 2.—What appears 
to be the final chapter in the tumul- 
tuous drama involving Procter & 
Gamble Company and its aggressive 
copy for Teel will be written within 
a few weeks when six national 
magazines carry a revised version 
of the ad that has attracted so much 
attention in merchandising circles. 

Final agreement on copy changes 
was reached here last week-end at 
a conference attended by W. G. 
Werner, assistant P&G advertising 
manager, and _ representatives of 
the copy committee sponsored by 
leading national magazines. Pre- 
viously meetings on the subject 
were held in Cincinnati. The new 
copy will appear first in the July 13 
issue of The American Weekly, fol- 
lowed by copy in Collier's, Life, 


Look, The Saturday Evening Post 
and This Week. 

The revised copy, which had not 
yet been received by the individual 
magazines at this writing, marks 
the third alteration made by P&G 
since the new Teel theme was intro- 
duced about a month ago. The first 
change occurred when commercials 
on the P&G CBS program were 
toned down; the second when copy 
was revised to meet the require- 
ments of New York newspapers. 


Soften Competitive Copy 


It is understood that throughout 
the discussions between P&G 


the desirability of softening all com- 
petitive references. Thus, where 
the original newspaper copy fea- 
tured the headline, “Of 8 Leading 


Dentifrices Tested Liquid Dentifrice | 


Alone Avoids This Injury to Teeth,” 
the copy that appeared in New York 
papers last week read, 
Tests Show How Liquid Dentifrice 
Avoids This Injury to Your Teeth.” 
A balloon in the original newspaper 


copy claimed that “8 out of 10 adults | 


risk cutting cavities into the ex- 


posed, soft part of teeth by brushing | 
with leading tooth pastes and pow- | 


ders.” Last week’s newspaper copy 
replaced the reference to “leading 
‘tooth pastes and powders” with 
“dentifrices containing abrasives.” 


“Scientific | 


j 

The copy accepted for insertion in 
the six magazines, it is understood, 
carries the toning down process still 
further. In the body text of last 
week’s newspaper ad, for example, 
reference was made to the “harmful 
abrasives or scouring materials con- 
tained in the most widely sold 
dentifrices.” This statement was 
changed from the phrase “contained 
in all leading tooth pastes and pow- 
ders” in the original 
copy, but the magazine ad is ex- 
pected to eliminate the reference to 
“widely sold dentifrices.” 


Other Revisions 


and | 
publishers, emphasis was placed on | 


P&G was reported to have agreed 
to two other revisions in the maga- 
zine copy. First, the claim that harm 
is caused to the “exposed, soft part 
of the teeth,” by using dentifrices 
containing abrasives will be further 
|/toned down. Second, the suggestion 
that “salt and soda’ be 
those who feel their teeth need an 
occasional abrasive scouring will be 
| eliminated. 

The united front put up by the 
magazine publishers in connection 
with the Teel campaign—action that 
cost them at least two insertions 
which would have appeared at this 
| time—was reported to have inspired 
\the suggestion that newspapers join 
‘forces with the magazines in pass- 
| ing on objectionable copy. No 


One of the Many 


Reasons Why Pittsburgh 


Is AosMust*’ Market...Nouu! 


National Stee 


| Corporation 


At the plant of the Weirton Steel Company, the 


largest unit of National Steel Corporation in the Pitts- 


burgh area, work is now in 


progress on a $10,000,000 


expansion program. The new facilities will add ap- 


proximately 320,000 net tons to the pig iron capacity 


of Weirton Steel Company and, without additions to 


primary steel capacity, will 
of approximately 270,000 
pany’s ingot production. 


make possible an increase 


tons per year in the Com- 


Our plants are now working under capacity con- 


ditions and, with the ten cent an hour wage increase 


which became effective on 


April 1, are meeting the 


largest payrolls in history. °° 


PVP 


ALL-TIME-HIGH PITTSBURGH PAYROLLS | 


Pittsburgh people are spending more Now .. . as 


they earn more. Your 


“A+” Schedules should 


be ready now to take advantage of this tremendous 
Pittsburgh buying power. 


The Pittsburgh Press 


A SCRIPPS-HOWARD NEWSPAPER 


National Advertising Department, 230 Park Avenue, New York 


kK. TT. WEIR, Chairman 


National Steel Corporation 


PITTSBURGH Is 
Producing and Spending 


A Spending, Buying Scene in the 
Darling Shop, Pittsburgh, 
June 19, 1941 


* Chicago + San Francisco 


Member of the 
United Press, of the Audit 
Bureau of Circulations and 


of Media Records, Inc. 


* Memphis + Detroit + Philadelphia 


newspaper | 


used by | 


| cially 


formal moves have been made in 


this direction, but it is believed that 
the proposal will come up for dis- 
cussion shortly. 


Macfadden Papers 
Censured in Audit 
Bureau Action 


Chicago, July 2.—The Audit Bu- 


/reau of Circulations yesterday re- | 


leased a report on True Story, Lib- 


1940, and Jan. 29, 1941, “contained 
untrue statements of 
and falsely represented the net 
_ paid circulations of said publica- 
|} tions and each of them for the 
periods above mentioned.” 

The charges of the managing di- 
rector against these publications 
were sustained and the magazines 
were censured; furthermore, special 
audits are to be made and published 


at the expense of the publishers for | 
the six-month period ending June | 


30, 1941. 


| The bureau pointed out that a 


change in ownership and manage- 
ment occurred on these publications 


erty and Liberty (Canada), declared | 
that the publisher’s statements filed —— = 
for these publications under date of | 8: 
April 29, 1940, Aug. 1, 1940, Oct. 23, | 


circulation 


in February of this year, and that | 
so far as the board has been able | 
‘to determine, none of the executive | 


officers now in charge had any part 
in the circulation manipulation; that 
refunds have been made to adver- 
tisers; and that the new manage- 
ment has cooperated fully in clean- 
ing up the situation. 

In view of these mitigating cir- 
cumstances and the changes in 
management, the bureau reports 
that the ordinary penalty of expul- 
sion “would serve no useful pur- 
pose to advertiser, agency or pub- 
lisher members” 
censure, plus the order for a new 
audit, was therefore issued. 


Coffee Account 


‘Goes to Buchanan; 
Budget Expanded 


New York, July 3.—Expansion of 
the Pan-American Coffee Bureau's | 
advertising was _ indicated today 
with appointment of Buchanan & 
Co. as agency. The budget for 
1941-2 may reach $800,000, com- 
pared with current expenditures of | 
about $600,000. Buchanan’s super- 
vision of the account will start offi- 
July 25 when the present 


and the order of | 


TONED DOWN 
AMAZING LIQUID WAY 
CLEANS TEETH 
WITHOUT THIS INJURY 


ee 


| 


Millions Are Injnring Their Teeth - 
Be Safe! Brash Your Teeth the Liquid Way 
Deedee ; . 


tn ng cone et Tost Wham the tenth 
yee he jead coma. 


ont 


“SE DENTIFRICE 
CLEANS TEETH SAFELY 


Both headline and copy in this revised 
Teel advertising have eliminated: refer- 
ences objected to by newspapers and 
magazines which first refused the sched- 
ule. The initial headline said "Of 8 
leading dentifrices tested liquid denti- 
frice alone avoids this injury to teeth.” 
Reference to “leading tooth pastes and 
powders” has been changed to “denti- 
frices containing abrasives.’ H. W. 
Kastor & Sons Advertising Company 
handles this Procter & Gamble account. 


Parents’ Press Launches 


Two New Magazines 
Parents’ Magazine Press, New 
York, has launched two new maga- 
zines, Calling All Girls and Real 
Heroes. Calling All Girls, a quar- 
terly, is aimed at the subdeb 
magazine market, and boasts of an 
advisory editorial staff which in- 
cludes such celebrities as Shirley 


| Temple, Judy Garland, Gloria Jean, 


Anna Roosevelt Boettiger, Dorothy 
Canfield Fisher, Sonja Henie, Osa 
Johnson and Alice Marble. Comic 
strip stories, suecessfully used in 
the publisher’s True Comics, will 
also be used in Calling All Girls, 
but will be supplemented with an 
equal amount of stories and photo- 


| graphs. 


Real Heroes is also a quarterly, 
and takes its theme directly from 


Parents’ True Comics. Present and 
past history is dealt with, and the 
comic-strip stories are of heroes 
who distinguished themselves in 
real life. 


contract with Arthur Kudner, Inc., | Two Join Waters 


terminates. | 
Following the established pattern, | 


Marion Bijur, fashion copywriter. 
has rejoined Norman D. Waters & 


'promotion will concentrate on hot! Associates, New York. Alys C. Hal- 


coffee from September to April, and | Pert has been added to the agency’s 


on iced coffee from May to August 

Magazines and outdoor have here- | 
tofore been the major media but it 
is believed that network radio may 
be added as well as newspapers and | 
spot radio in several markets. 


Forbids Use of “Swank” 


Following close on the heels of| 


the Miami federal court decision in 
favor of Esquire, an injunction has 
been issued by the United States 
District Court for the Massachusetts 
district preventing the use of the 
word “Swank” by a Springfield, 
Mass., haberdashery, which had 
adopted the name Swank Men’s 
Shop. Swank, Inc., maker of men’s 
jewelry, instituted proceedings as 
owner of the trademark registration 
on the word “Swank.” The injunc- 
tion prohibits the use of the word 
on goods other than those sold by 
Swank, Inc., and bars the display 
or use of the word as a trade name 
by the Springfield store. 


Named by Lynn Baker 


The following have been ap- 
pointed officers of the Lynn Baker 
Company, New York: Lynn Baker, 
president; Daniel D. Thomson, vice- 
president; Richard Dunne, treas- 
urer; and M. B. Keeler, secretary- 
assistant treasurer. 


Painter Joins McCord 


H. K. Painter, 
president 


formerly vice- 
of Hutchinson Advertis- 
ing Company, Minneapolis, and 
more recently a McCann-Erickson 
executive, has joined the McCord 
Company, Inc., Minneapolis, in an 
executive capacity 


service staff. 


WRITE _ 


BROCHURE 


| It tells of a series of adver- 
tisements that great newspa- 
pers are publishing to help 
them to sell more LOCAL 
linage. It provides the pro- 
motion manager and the local 
manager with advertising that 
teaches NEWSPAPER adver- 
tising to local merchants; 
proves that their priceless 
privilege is their newspaper; 
shows all merchants (includ- 
ing those who do not adver- 
tise) how they can advertise, 
profitably; seats unforgettably 
in every merchant’s mind the 
reasons for and the cash value 
of persistent advertising, con- 
tinuity. It works best under 
competitive conditions ... - 
radio, shoppers’ news, another 
newspaper. Write for the BIG 


| red brochure. 


| OREN ARBOGUST | 
| ADVERTISING 
Thirty N. Michigan Ave. 
CHICAGO 
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tine, 


Muzak to Test 


}advance notice or hearing. Muzak 
| will use 1,000-watt power. 


In a memorandum accompanying 


FM Broadcasts 


Minus Advertising 


FCC Grants Limited 
Authority for New Sub- 


scriber Service 


Washington, D. C., July 1.—A 
new type of subscriber broadcast 
service, devoid of advertising, was 
authorized by the Federal Com- 
munications Commission today 
through its grant of a construction 
permit for a frequency modulation 
station to be operated by Muzak 
Corporation, New York. 

The Muzak proposal, which FCC 
described as “unique in the annals 
of radio broadcasting in this coun- 
try,” is to extend to radio a service 
similar to that which it now sup- 
plies in the form of wired musical 
programs piped to hotels, restau- 
rants and home subscribers on a 
contract basis. The wired pro- 
grams include no advertising. 

Muzak thinks it has the answer 
as to how to restrict reception of 
the proposed FM _ broadcasts to 
subscribers. The plan is to trans- 
mit along with regular programs 
an accompanying “pig squeal.” This 
discordant noise can be eliminated 
only through use of special receiv- 
ers leased from Muzak. 


Classed as Experiment 


The Muzak application which 
FCC granted stated in part: “The 
purpose of the experiment is to de- 
termine whether the public or a suf- 
ticiently large portion of the public 
would prefer to obtain radio pro- 
grams by direct payment for the 
service. The experiment will be 
conducted by offering a service to 
the general public who pay for the 
service. 

“There will be no advertising in 
connection with the service and the 
success or failure of the experiment 
will depend upon the willingness of 
the public to pay an amount which 
will warrant the furnishing of such 
a service as an established business. 

“There is no reason why the pub- 
lic should pay directly for moving 
pictures and indirectly for radio. 
It is merely a matter of circum- 
stance that radio in the United 
States is available to the public only 
in connection with advertising an- 
nouncements which frequently are 
highly disturbing or irritating. The 
American people have never de- 
cided or been given the opportunity 
to decide that radio should not be 
sold in the usual manner by direct 
payment for the service.” 


Subject to Cancellation 


FCC made it clear that the Muzak 
operation will be purely experi- 
mental. The authorization for con- 
struction is subject to change or 
cancellation at any time, without 


26 minutes( One way 

is the average length of 
time for each rider “Sa 
of a street car "8S or 


...52 minutes 0") daily 
exposure tO your message 
on Car cards... (x{aws _ 
time to relax*¥y...read... 
decide to purchase. > 


For complete details | 
and rates, write -~ 


Vausetssesee rt 
HF OF 


MAYNARD BovyCE Inc. 
pi B inc. 
LOS ANGELES 


650 Chamber of Commerce Bldg. 


- 4 
ntfpertstvited ty Vitlional Fanaa 


| tried before in this country. 


|the construction permit, FCC ob- 


served that the experiment Muzak 


| proposes to conduct has never been 
FCC 
also took pains to give legal justi- 
fication for its action, in view of the 
rule prohibiting the levying of a 
direct or indirect charge for the 
transmission of programs. 
rule, according to the commission, 
was promulgated “* 
the existing practices of broadcast 
stations.” FCC added that “under 
the circumstances here presented, 
we are of the opinion that the rule 
should be construed in such a man- 
ner as to permit the proposed op- 
eration.” 


This | 


The Muzak 
‘that in the course of operation of 
its wired service, a large library of 
transcribed program material has 
/been built up. This will be used 
as program fare for the new FM 
outlet. Muzak has added engineers 
from Associated Music Publishers, 
|Inc., and Wired Radio, Inc., to its 
| staff, and plans to obtain news serv- 
jice from the United Press. 
Charges Not Set 
| No information was available 
|ceivers Muzak will lease to sub- 
scribers will be capable of receiving 
regular sponsored broadcasts. 
Neither was it known what Muzak 
expects to charge subscribers, or 
how long a period will be necessary 
before inauguration of services. 


‘Major Drug Companies 
Washington, D. C., July 2.— 
Three major drug corporations and 
one executive of each were fined a 
total of $19,500 in district court 
here today for violating the Sher- 
|}man anti-trust act by fixing the 
}prices of insulin. The companies 
E. R. Squibb & Sons, Eli Lilly & 
Co., and Sharp & Dohme, Inc.— 
were fined $5,000 each. In addition, 


in the light of | here as to whether the special re- | Carleton H. Palmer, Squibb board 


|chairman, Eli Lilly, president of 
the firm bearing his name, and John 
S. Zinsser, Sharp & Dohme presi- 
dent, were assessed $1,500 each. 

| The case ended after these de- 
|fendants changed their pleas from 
jinnocent to “nolo contendere,” 


meaning unwillingness to 
the indictment. Four other execu- 
tives named in charges were re- 
leased when the government nolle 
prossed the action against them 


contest 


‘State Uses Radio 


Rhode Island 
announcement campaign featuring 
vacation themes over four Rhode 
Island radio stations and eight other 
stations in the East. All announce- 
ments will offer a descriptive book- 
llet to be sent on request. Bern- 
stein & Co., Providence, is the 
| agency. 


has begun a spot 


Changes Firm Name 

Rapid Engraving Corporation, 
| Chicago, has changed its name to 
| Laurence, Inc. No change of ad- 
dress or personnel has been made. 


THE YANKEE 


21 BROOKLINE AVENUE, BOSTON, MASSACHUSETTS 


long established, loyal 
listenership and proven 
acceptance, Yankee 
Network stations offer 
the most effective 
radio salesway to cap- 
ture prosperous New 
England. 


*Printer's Ink, “Families and 
How They Live”. 


through The YANKEE NETWORK 


7. represents *1,624,375 women in New England who 
devote their entire time to the important job of manag- 
ing the home. Her purchases represent a large percentage 
of the $3,312,798,000 spent annually in retail stores, includ- 
ing $917,770,000 for food alone. 

In every key market the most potent sales influence is 
provided by the 19 hometown stations of The Yankee 
Network. 

Because they have 


twor 
r Yankee Ne 

ice And we're more 
hear from your 


To 
MAINE DEVELOP MENT 
COMMISSION 


articipations in 
Our thanks for your P Weather Serv- 


than happy to 
Brooke, 


Inc. that 
i & Dorrance, * 

Smith, Freased with the Recipe Book 

0 


returns. 


agency 


P. 
TRAVERS, V- 
. The Yankee Network 


WNAC Boston @ WTIC HARTFORD @ WEAN Providence @ WIAG 
Worcester @ WICC Bridgeport, New Haven @ WCSH Portland e WLLH 
Lowell, Lawrence @ WSAR Fall River @ WLBZ Bangor @e WFEA 
Manchester @ WNBH New Bedford @ WBRK Pittsfield @ WNLC New 
London @ WLNH Laconia @e WRDO Augusta @ WCOU Lewiston, 
Aubum @ WHAI Greenfield @ WSYB Rutland @ WEL! New Haven 


NETWORK, INc. 


EDWARD PETRY & CO., INC., Exclusive National Sales Representotive® 
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Save Ad Money’ 
Means Post-War 
Death Knell: Corpe 


Must Maintain Contact 
with Peacetime Buyers, 


Coast Group Told | 


Santa Barbara, Cal., 
“When the last defense order has 
been filled, it is going to be the 
manufacturers who looked ahead to 
the close of hostilities, and have 
maintained their contacts with the 
public, through advertising, who 
will find the most peacetime con- 
tracts coming into their front 
offices,’ Thomas H. Corpe, assistant 
sales manager of Lockheed Aircraft 
Corporation and former advertising 
manager of Buick, told the PACA 
here this week. 

The real business tragedies of the 
last war were the number of fine 
companies which had, over a long 
period of years, used advertising to 
build up their reputations, and then 
decided to “save” their appropria- 
tions because they were oversold, 
he asserted. 


July 2. 


PARTY-GOERS 


George W. Kleiser, Jr., Foster & Klei- 
ser, San Francisco, and Mrs. Walter F. 


Foster enjoyed this serenade at the 
PACA convention Fiesta party in Santa 
Barbara. 


“When the downhill slide started, 
after they had been out of the pub- 
lic eye for two or three years, they 
found they had discarded their own 


brakes and had _ unintentionally 
greased the skids for their own 
crash. On the other hand, many 


small companies who took advan- 
tage of their war-born prosperity 
to invest their profits in advertising 
survived the post-war depression 
and went on to become some of our 
present leading manufacturing and 
business firms.” 


| No business which has had reason 
|to advertise up to now can afford 
to quit now, he warned. “It would 
be like building a foundation under 
'a house and then expecting the 
| house to stand while it is removed,” 
|he said. 
tising is permanent.” 

Manufacturers '_ of 
'products who are now 
their facilities exclusively for de- 
fense are in a particularly vulner- 
| abie position, he said. Their fre- 
|quent contacts with customers gone, 
they will become forgotten compa- 
'nies in a year or two without adver- 
tising. 


Urges Special Study 


“Consider the position of Lock- 
heed,” he said. “Until two years 
ago, we produced only airplanes for 


| private and commercial use. 


tary planes. We don’t know how 
| long this will continue but we do 
iknow that through advertising we 
can keep the name of Lockheed 
before the public and before the 
users of private and commercial 
planes, so that when the time comes 


for these planes that may be ten- 
dered us we are certain not to be 
overlooked.” 

While reminding his 


audience 
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Then you are interested in 
that BOOMING market in Kansas. 


: : 
For some time 


the average family in Wichita has had more than $268 more per 


year to spend than average American families. Now with defense 


contracts being let te 


track of ‘em well, 


million in defense contracts to date 


» Wichita concerns 


you figure it. 


30 thousand famiulies 225 


faster than we can keep 
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mostly for Wichita labor. 
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That Selling Station for Kansas! 


WICHITA 


iJ The Only Full Time CBS Outlet in Kansas 


CALL ANY EDWARD PETRY OFFICE 


“The effect of advertising | 
is permanent only so long as adver- | 


: | 
commercial } 
utilizing | 


Today | 
|our entire output is confined to mili- | 


when we can again fill the orders | 


GAIETY 


4 


Don Belding, Lord & Thomas, Los An- 
geles, beams happily as dancer Leonore 
Palaicios pins a decoration on his lapel. 
Looking on is Bert D. Lane, business 
| manager of Santa Barbara News-Press 
| and general chairman of the PACA con- 
vention at Santa Barbara. 


that advertising must not be dis- 
continued during the present emer- 
gency, he also urged that it be 
brought to its highest level. He 
| suggested that advertising men start 
a back - to - school movement — an | 
organized course of studies to which 
they could devote themselves for | 
regular periods each week. In this | 
way advertising and advertising 
campaigns might be greatly im- 
proved. 
The men 


who write copy and 


| prepare the campaigns should study 


business more closely and under- 
stand its problems more thoroughly, 
he insisted. “Our responsibilities as 
counsellors of business and industry 
do not end with the preparation of 
the advertising campaign.” 

He warned that there is one thing | 
to constantly bear in mind... “that 
our ultimate boss in business is | 
John Q. Public. And advertising’s 
future security ... which means our 
jobs ... depends upon what we do 
to uphold the priceless franchise we 
have with the public. 

“Much of the criticism that has | 
been aimed at advertising has been 
unjustified, and not a small amount 
of it has been inspired by groups 
who want to attach business and 
our system of free enterprise and 
gain control of it,’ he said. “But! 
some of the barbs that have been 
tossed advertising’s way have been 
merited, and it is up to advertising 
people themselves to eliminate the 
cause.” 


WOL 5th MBS Affiliate 
to Withdraw from NAB 


Station WOL, Mutual Broadcast- 
ing System affiliate at Washington, | 
D. C., has resigned its membership 
in the National Association of 
Broadcasters. Since Mutual split} 


, with NAB at the recent convention 


in St. Louis, four other MBS af- 
filiates have withdrawn from the 
association, as have four independ- 
ent stations. 

Chief reason for WOL’s resigna-| 
tion, according to a letter from its 
general manager, William B. Dolph, 
to Neville Miller, NAB president, 
was Mr. Miller’s testimony before 
the Senate Interstate Commerce | 
Committee on the White resolution. | 
Mr. Dolph, who has been a member 
of NAB’s legislative committee, 
charged Mr. Miller with “undemo- | 
cratic treatment” in supporting the} 
White proposal. 


“Fight for Freedom” | 
Buys Newspaper Space 
The Chicago office of Fight for 
Freedom, Inc., took 1,000-line space 
in the Chicago News, Times and 
Tribune July 2 to state its aims, 
including a coupon to be filled out 
by those who wish to support its 
fight against Hitler with financial 


|assistance or by contributing serv- 


ices. 

Further efforts along this line are 
being contemplated, according to 
Courtenay Barber, Jr., head of the 
Chicago office, who pointed out that 
plans are still in a formative stage. 
This is the second time the organi- 
zation has used space in Chicago 
newspapers, the previous. effort 
some weeks ago having been spon- 
sored by the national office 


Offices Unchanged 
Glenn Griswold Associates 
reported in Apvertistnc Ace for 
June 30 to have moved its New 
York office to Chicago. This was 
incorrect and there has been no 
change in the respective offices. 


was 


j}and 
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Says Free Press 


Is Kept That Way 
by Advertising 


Santa Barbara, Cal., July 2.—‘“A 
free press must be solvent and the 
only way to keep the press solvent 
is to advertise in it.” 

Thus spoke Reese H. Taylor, 
president, Union Oil Company, in a 
talk to the annual convention of the 
_ Pacific Advertising Clubs Associa- 
| tion here in which he called upon 
|those present to do their part in 
helping to maintain the American 
way of life during the present 
emergency. 

Emphasizing that he included in 
“free press” all types of media, 
including radio, newspapers, maga- 
zines and other advertising media, 
Mr. Reese declared that “in the final 
analysis, the preservation of the 
freedom of the individual, as typi- 
fied by a free press, determines 
our defensive and offensive actions 
in the present emergency and is at 
stake in the present issue.” 


For Continued Existence 


Of all the essentials of freedom, 
he said, “freedom of speech is most 
important. Therefore it is the duty 
of every factor of our economy to 
help maintain a free press because 
in so doing they not only safeguard 
the rights of people, but insure their 
own right to continued existence. 

“Through its advertising dollars, 
business enables the press, the radio 
other media of expression to 
remain solvent. And only through 
solvency can independence of the 
press or any other medium be main- 
tained.” 

Mr. Reese warned that advertis- 
ing is under severe attack by sub- 
versive elements during the present 
emergency because they know that 
advertising helps keep the press 
solvent. It is these subversive ele- 
ments, he said, which are holding 
up to the public a few unethical 
advertisers as representative of the 
majority. He called upon the press 
as well as upon advertisers to do 
its part by eliminating this minority 
group and thus thwart subversive 
activities. 

Speaking directly to the press, Mr. 
Reese warned that papers must be 
kept free. Print both sides of con- 
troversial issues, he said, but stick 
to the facts; don’t become a pressure 
group, no matter how just the 
cause; don’t aim at an informative, 
university type of paper. “When a 
paper wanders from the primary 
essential of effectiveiy printing the 
news, without bias, it loses the 
editorial interest of the people and 


in the end defeats itself,” he de- 
clared. 
Promotes Swim Cap 

United States Rubber Company 


has released a one-time shot for its 
Howland swimming cap in 48 news- 
papers in 33 cities through Camp- 
bell- Ewald Company. Insertions 
were 330 lines each. A_ similar 
schedule was used last year just 
preceding the Fourth of July week- 
end 


The J 


With Over 52,000. 
Daily Circulation. » 

Sioux City leads every city in 
the state as a wholesale city. 


Ranks eighth in the stock- 
yards industry in the United 


t 


States. f 
1940 it showed the largest 
percentage of gain in livestock 
receipts in the entire packing 
industry. ; : 
eee : 

General Advertising Representative of The Jearnal 
NOEE, ROTHENBURG & JANN 
New York - Chicago - Detroit - San Franciece 
: eee 4 

Owners and Operators of Station KSCJ |: 
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THRIFT APPEAL included a guarded prediction that | want to have the available essential | pulsory price - fixing _ legislation. 


SAVE 8¢ A PACK ON CIGARETTES! 


odere! amd Mow State 


bewdes coe! 


tht the obecces 0 high grede ready - 
ceeds cogeremes! Levy rolling? You for « peck of cwemry rendy mater 


| 
| 


ee 
cz, 
BUGLER THRIFT KIT ("s'5S=) ALL FOR 25¢ 
Newer eereed ce roll cae by Reed! Lee chee aalty roller Ge he pet tr 


2 FT emcee Tabaces Corporsaoe. Lomewilic Keone ++ 
ee ey ey ak OS chee EF SY Oe am 


Illinois two- 


Capitalizing on the new 
cents-a-pack tax on cigarets, effective 


July 1, Brown & Williamson Tobacco 
Corporation used this appeal in Chicago 
newspapers on behalf of its Bugler 
tobacco for home-made cigarets. Philip 
Morris & Co. took space, also July |, to 
proclaim that its product is now “the 
same price as the other leading brands.” 


Suggest Tax on Ads 
of Scarce Goods 
as Price Curb 


Washington, D. C., July 2.—Two 
of the highest-ranking government 
officials in the defense program have 
raised the possibility of levying 
taxes On the advertising of goods, 
the consumption of which should be 
curtailed as part of the effort to 
stave off inflation. 

Leon Henderson, administrator of | 
the Office of Price Administration | 
and Civilian Supply, and Donald M. 
Nelson, director of purchases for 
Office of Production Management, 
are co-authors of the suggestion. 
They included it among “measures 
which have some, but relatively 
minor, usefulness.” 

The tax on advertising was men- 
tioned in an article on “Prices, 
Profits, and Government,” written 
jointly by Mr. Henderson and Mr. 
Nelson for the summer issue of the 
Harvard Business Review. They 
did not elaborate on the possibility 
of an advertising levy, nor mention | 
products which might be included 
among those for which a curtail- 
ment in consumption is indicated. 


Plan Installment Curb 

Classed with the suggested adver- 
tising tax as one of many “weapons 
igainst inflation and price spiraling” 
was a limitation on_ installment 
elling—either by increasing the 
amount of the down payments re- 
quired or by shortening the pay- 
ment period. 

The Henderson-Nelson article also 
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Represented by 
Paul H. Raymer Co. 


rationing of consumer goods may 
be employed along with “drastic” 
price - control measures. Although 
terming rationing “repugnant to 
us,’ they termed it “a direct clear- 
cut method by which limited quan- 
tities may be distributed equitably 
among those who need them.” 
Admitting that regulation of retail 
prices would not only violate the 
fundamental principle of consum- 
ers’ choice but also involve difficult 
and unpleasant enforcement prob- 
lems, they added: “We do believe 
that a certain minimum per capita 
consumption of the few basic com- 
modities is essential to the national 
efficiency, and that this minimum 
consumption may possibly only be 
insured by rationing. We do not 


goods go only to those with the 


larger pocketbooks.” 
Some Control Desirable 
Control of retail prices will be 
unlikely to stem the inflationary 
tide if controls at earlier stages 
have not done the job, they de- 
clared, but this does not mean some 


measure to control prices will not | 


be desirable. Since the average 
consumer becomes aware of prices 
at the retail counter, and retailers 
are the usual target of profiteering 
charges, retail price control may 
prove of major significance as a 
contribution to public morale. 
Meanwhile, a storm of contro- 
versy is blowing up here around 
administration proposals for com- 


Congress is expected to 
attention to this subject within a 
fortnight. Already, a proposed 
legislative draft from Mr. Hender- 
son has been rejected by Con- 
gressional leaders, and the OPACS 
chief advised to revamp the bill 
drastically. 


turn its 


Advances Wageman 

Muriel Wageman, account execu- 
tive with Sorenson & Co., Chicago, 
has been named radio director of 
the agency. 


Moves to New Offices 


Meldrum & Fewsmith, Inc., Cleve- 
land agency, has moved its offices 
from the Leader bldg. to 1705 Re- 
public bldg. 


Rosenblum Opens Own 
Marketing Service 


David Rosenblum has resigned as 
treasurer and general manager, 
New York Post, to conduct a mar- 
keting and management counsel 
service, with offices at 285 Madison 
avenue, New York. 

He was one of the founders of 
Trade-Ways, Inc., and marketing 
director from 1924 to 1934. He left 
that company to become vice-presi- 
dent and treasurer, National Broad- 
casting Company, and subsequentls 
joined the Post. 


WIBC Joins Mutual 


Station WIBC, Indianapolis, has 


| become the regular Mutual Broad- 


casting System affiliate for that city, 
replacing Station WIRE. 


ES RESISTANCE? 


.--a mere brick wall to 


PROOF? 


Here's a case history. JMG magazines outpulled 
15,000,000 point-of-sale catalogues! One premium 
offer alone drew over 5,000,000 wrappers! With 
only two insertions, total responses to a group 
of premium offers equalled 7 wrappers for each 
JMG magazine sold! Sales jumped 100%! 


MIRACLES? 


Well, maybe . 


p Every month 28,000,000 people read 
3,500,000 copies of JMG magazines 


» JMG families earn over $9,000,000,000 a 
year (a lush $52 weekly apiece.) 


p» JMG primary juvenile readers spend 
$778,000 every week out of their own 
allowances 


~ 91.5% of JMG parents buy whatever their 
children ask for, “within reason” 


. . figure it out for yourself... 


THERE’S MORE about the juvenile market 


you should know. Write or phone for a copy of 
Ross Federal’s recent authoritative analysis. 


Ana! 


B Bate —o—_1 
JUVENILE MARKET GROUP 


480 Lexington Ave., New York City + Plaza 3-5416 
Chicago Office: 360 North Michigan Avenue 
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July 7, 1941 


Alcoa Explains Its 
‘Plain Duty’ in 


New Campaign 


Spreads Are Carrying 
Institutional Message to 


Public 


(Picture on Page 31) 

Pittsburgh, Pa., July 3.—A favo- 
rite target for many critics, both in 
high places and low, the Aluminum 
Company of America is presenting 
its case in connection with the 
national defense program to the 
American public by means of 
spreads in widely-read magazines 
of general circulation. 

This is the latest twist to the 
company’s 1941 advertising and 
sales promotion program, which has 
undergone several radical changes 
since it was originally planned be- 
cause of the constantly shifting 
exigencies presented by the nation’s 
rearmament efforts and the growing 
demand for aluminum in the all-out 
defense preparations. 

The Aluminum Company now is 
frankly proclaiming that it no 


lian markets. 
the present emergency, the com- 
pany’s entire output of aluminum 
metal probably will be com- 
mandeered by Uncle Sam, including 
the tremendous additional produc- 
tion that will be made available 
through the gigantic $200,000,000 
expansion program now well under 
way. 

In this series of messages in gen- 
eral magazines, which are definitely 
institutional in character, the Alu- 
minum Company lays the cards on 
the table with hard-hitting “tell- 
all” copy which points out the vital 
role that Alcoa is playing on the 


job it is doing “as its plain duty” 
to provide the democracies with all 
the aluminum it takes to win. 

These spreads have appeared in 
Newsweek and Time during June 
and the same messages will appear 
in Collier’s for July 12; the July 
issue of Country Gentleman; Au- 
gust issue of Better Homes & 
Gardens; and the July issue of 
Modern Industry. All the ads are in 
black and white, the company even 
having eliminated the use of alumi- 
num ink in the signature to further 
conserve this now precious metal 
for defense purposes only. 

The company supports its claim 
that it has gone “all out” for de- 


defense stage and the tremendous | 


For the duration of | possibl 


ADVERTISING AGE 


longer has anything to sell in civi-|fense with the strongest evidence 


new factories, 
ships, etc., it is feverishly building 


on. Every additional pound we) 
e—actual photographs of the|make adds to the knowledge and 
power plants, dams, | skill that is 
| better, stronger, and cheaper to use 


making aluminum 


| with $200,000,000 of its own capital. _ than ever before.” 


| 
| 
} 


| 


These pictures dominate the dou- 
ble-page advertisement which is 
headed: “The Democracies must 
have all the aluminum it takes to 
win!” 
Tribute to People 

After making clear just what the 
company is accomplishing for the 
defense program, attention is turned 


to civilian consumers. A panel of 
copy, headed “You millions of 
civilian users of aluminum are 


grand people,” states: 

“The way you are doing without 
aluminum in this emergency is 
typically American. We are sin- 
cerely grateful for your understand- 
ing. . . It has been really tough on 
the factories who make civilian 
things with aluminum. In. this 
RECESS they have had to scramble 
for many kinds of RECESSITIES— 
other materials which just don’t 
quite fill the bill, because there is 
no pat substitute for aluminum. 

“The whole thing has been awk- 
ward and costly for these good 
customers of ours, and it has been 
an ordeal for us to have to turn 
away, even temporarily, from a life- 
time of work. . . But we have not 
| turned our backs! ... Research goes 


Counts on Approval 
“We are hopeful that these mes- 


|sages will find a sympathetic audi- 


ence,’ C. C. Conner, assistant 
advertising manager of Alcoa, told 
ADVERTISING AGE. “We really have 
taken down our hair and told our | 
story as clearly, frankly and hon- 
estly as we believe it can be told. 
The facts, and most of all the pic- | 
tures, speak for themselves. We | 
have no doubt but that the general | 
public will understand and appre- 
ciate the company’s position. 

“We also are trying to do another 
job with this type of advertising, | 
and that is to keep aluminum and | 
its economic advantages in the 
public mind against that future 
time when the emergency will have | 
ended and our production, vastly 
increased to meet it, is far, far in 


excess of peacetime demands.” | 
! 


Mr. Conner said it has not been 


decided yet whether this special | 
institutional campaign will be ex- | 


tended beyond the initial spread. 
For this purpose, the company is 


ONE OF A SERIES PRESENTING THE MEN WHO MAKE 


FREE & PETERS SERVICE 


PartNer—Cuicaco OFrricr 

Four years, University 
School of Cleveland 

One year, University of 
Pennsylvania 

Three years, Aubrey & 
Moore, Inc. 

Two years, Forbes Magazine 

Two years, National Radio 
Advertising, Inc. 

Founded Free & Peters, 
May, 19382 


Don't look 
now, but it’s 


yey Mm a ll ii 


i 


i aa 


JAMES L. Free! 


As corporate lives go, nine years certainly isn’t a long time—but in 


the business of radio-station representation, Free & Peters’ nine 


years is enough to make us one of the two very earliest pioneers in 


the world! 


Not that we're proud only of being “‘pioneers’’. 


that nine years in radio—an ir 


idustry which, as a factor in adver 


The main point is 


tising, is hardly older than ourselves—has given Free & Peters some 


additional value to you. It means that we automatically throw out a 


lot of clap-trap that we otherwise might think worthy of your time 


and money. 


It means that we more easily recognize the things that 


are worthy of your consideration. It means that we have more age 


and experience (and, yes—financial resources, too) with which to 


serve you.... 


And those are at least some of the things that must have appealed 


to you agencies and advertisers, about our group of pioneer radio- 


station representatives. 


continue our pioneering. 


KE REE 


Or else 


we couldn't have 


Simce May, 1932 


survived, to 


& PRTERS, INC. 


Pioneer Radio Station Representatives 


EXCLUSIVE 
REPRESENTATIVES: 


WGR-WKBW - » BUFFALO 
WwoKky .. . CINCINNATI 
WDAY - . . FARGO 
WISH INDIANAPOLIS 
KMBC KANSAS CITY 
WAVE... . . . LOUISVILLE 
WTCN . . MINNEAPOLIS-ST. PAUL 
wMsD ..... . « « PEORIA 
KSD . . ST. LOUIS 
WFBL . SYRACUSE 
--- 1OWA... 
WHO DES MOINES 
woc . « DAVENPORT 
KMA . SHENANDOAH 
-.- SOUTHEAST... 
wesc . CHARLESTON 
wis . . » COLUMBIA 
WPTF RALEIGH 
wos) ROANOKE 
-- SOUTHWEST... 
Kako . FT. WORTH-DALLAS 
KOMA . OKLAHOMA CITY 
KTUL - + + « « TULSA 
--- PACIFIC COAST... 
oo 6 . . LOS ANGELES 
ALE ... . PORTLAND 
. OAKLAND-SAN FRANCISCO 
@.. «2 © 6 © © SEATTLE 


New York: 247° Park 
Plaza 5-4131 


Chicage: 180 N. Michigan 
Franklin 6373 


Detreit: New Center Bldg. San Franciscs: 111 Sutter 
Trinity 2-8444 Sutter 4353 


Les Angeles: 650 S.Grand  Allasta: $22 Palmer Bldg. | 


Vandike 0569 Main 5667 


using some of the money that 
was originally appropriated for 
product campaigns in behalf of 


aluminum foil, windows, paint, etc., | 


which naturally have been “side- 
tracked” in the face of the tremen- 
dous defense demands for the metal. 
Thus, although it has been obliged 
to curtail its 
schedule to some extent, the com- 
pany probably will spend just about 
the same amount of money for 
| advertising and promotion this year 
/as it did in 1940. 

Fuller & Smith & Ross, 
Cleveland, is the agency. 


Inc., 


Four A’‘s Issues New 


Market Statistics Book 


Volume X-a of Market and News- 
paper Statistics has been released 
by the American Association of 
Advertising Agencies, covering 64 
cities of more than 100,000 popula- 
| tion in the United States and 
| Canada in which newspapers were 
|audited to Sept. 30 and Dec. 31, 
1940. 

The compilation includes popula- 
tion and income data; cost of reach- 
| ing markets through newspapers; 
| and rate differentials. Copies of the 
book are available to non-members 
of the Four A’s at $6. 


McGraw-Hill Drops 
2% Cash Discount 


The McGraw-Hill Publishing 
Company, New York, has eliminated 
cash discounts for its 25 magazines 
and papers and six catalogs. Ef- 
fective July 1 all McGraw-Hill 
publications issued new rate cards 
and the change is effective on all of 
them. 

By taking this action, the pub- 
lishing company follows a similar 
step by Curtis Publishing Company, 
Philadelphia, whose elimination of 
the two per cent cash discount will 


become effective with February, 
1942, issues. 
Quiet May to Levyne 


May Oil Burner Corporation, Bal- 
timore, has appointed S. A. Levyne 
Company, Baltimore, as agency for 
its Quiet May oil burners. Plans 
are being made for newspaper, spot 
radio and outdoor advertising. 


original advertising | 


ANSWER 


. 
THE WESTERN RAILWAYS 


Adopting both the headline and copy 
style of a Western Railways advertise- 
ment opposing wage increases, the 
Brotherhood of Locomotive Firemen and 
Enginemen placed this answer in the 
_ Chicago Tribune and Daily News, de- 
claring that “over one million American 
railway workers are demanding major 
wage adjustments to permit them to 
share in the soaring earnings of the 
railway industry.’ The union copy is to 
appear in other newspapers in major 
| Western cities. Guenther-Bradford & 
Co., Chicago, is the agency. 


Theobald Industries 


Appoints A. W. Lewin 

New York, July 2.—Appointment 
of A. W. Lewin Company, Newark, 
as advertising agency for Mercury 
soap, was announced today by 
Theobald Industries, Kearny, N. J. 
The newspaper campaign in New 
Jersey markets, featuring Trade and 
Travel premium coupons, will be 
continued over the summer. Details 
of the Mercury soap debut appeared 
| in ADVERTISING AcE May 26. 

Plans for extension of the promo- 
tion to other areas have not yet 
been formulated. It was learned 
today that in addition to Mercury 
soap, Theobald Industries has under 
consideration the marketing of sev- 
eral products, including a castile 
soap, medicated soap, dog soap and 
dog food. 


Uses RAF Photos 


McConnell, Eastman & Co., To- 
ronto, has begun a campaign in 
behalf of St. Lawrence Starch Com- 
pany, Ltd., Port Credit, Ont., fea- 
turing free photographs of RAF 
| planes to be given away with pur- 
| chases of the company’s syrup and 
|corn starch. Canadian daily news- 
papers, farm papers, and small 
town weeklies are being used. 


Barnard Joins Morse 


Lynn Barnard has resigned as 
time buyer for Pedlar & Ryan, New 
York, to join Morse International, 
New York, as radio and general 
media buyer. He succeeds Randall 
M. Dubois, who has been called to 
lactive service in the United States 
Naval Reserve. 


Advances | Catlin 


Randolph Catlin has been elected 
president of United Stores Corpora 
| tion and chairman of the board « 
McCrory Stores Corporation, Ne\ 
| York. Walter B. Ryan, Jr., ha 
| been elected first vice-president 0! 
| United Stores Corporation, succeed 
ing Mr. Catlin. 


EY 


in cost, 
facts. 


on effective, low-cost screen selling. 


slide films, minute movies as well as 
and 8MM. This includes adding tal 
and reducing. 

Write for literature . . 
our new modern studio. 


. there is no 


SFILMACK LA 


FACTS ABOUT SCREEN, 
ee 


Oe sven you, too, have thought screen advertising prohibitive 
Swathed im mystery. 
Let us tell you owr story about film advertising. 


Take freely from our 22 years experience. 
cooperation with advertisers and advertising agencies is throwing new light 


FILMACK is equipped to handle every form of film made 


You're always welcome! 


te || 


E-OPENER 


ADVERTISING 


Intricate to use. We'll give you 


Let us show you how FILMACK’S 
including talking 
all laboratory operation in 35MM, 16MM 
k, titling, developing, printing, copying, 


obligation, of course! 
Telephone 


BORATORIES 


Better yet, visit 
CALUMET 8484. 


1327 S. WABASH AVENUE - CHICAGO, ILL 
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the standardization of descriptive concerns, 72 national trade organ- | the bureaus actually shopped ad- successfully exposed most of these 


Study of Retail 
Terms Ordered by 
BBB Convention 


Promise to Keep Con- 
sumer Informed of 
Quality Changes 


Los Angeles, July 1.—A _ nation- 
wide study of descriptive terms 
used in retailing was voted by the 
National Association of Better Busi- 
ness Bureaus, in annual conference 
here last week, and a pledge made 
to keep consumers informed of sig- 
nificant changes in established qual- 
ity of goods and merchandise. 

Kenneth Barnard, manager of the 
Chicago Bureau and chairman of 
the association’s national defense 
committee, outlined to the repre- 
sentatives of 45 cities how the bu- 
reaus intend to cooperate further 
with the retailers’ advisory com- 
mittee of Washington, D. C., in giv- 
ing the public accurate descriptive 
information about merchandise in 
which | significant changes have 
been made as a result of conditions 
arising from the national defense 
program. 

“Manufacturers are already be- 
ginning to feel the pinch of priori- 
ties,” Mr. Barnard pointed out. “As 
the program continues it will be- 
come increasingly necessary to find 
substitutes for different materials. 
This doesn’t necessarily mean the 
product suffers in quality, but re- 
tailers and producers have the re- 
sponsibility of informing the pub- 
lic accurately on what is being 
sold.” 


To Draw Up Plan 


The Better Business Bureaus, ac- 
cording to the convention speaker, 
will establish a plan for manufac- 
turers, jobbers and retailers to fol- 
low in conveying this information 
to the public. While merchants 
will be asked to name any changes 
made, these changes need not be 
labeled as substitutes. The plan 
is being worked out at the request 
of the retailers’ advisory committee, 
Mr. Barnard said, which is in line 
with the growing desire of business 


to keep the consumer fairly in- 
formed, thus promoting more in- 
telligent buying. He pointed to 


bureau efforts during the past year 
to suppress so-called “scare” ad- 
vertising, adding that “through 
voluntary cooperation among busi- 
ness firms of the nation, this dis- 
ruptive threat to the national war- 
time economy has been held in 
check.” 

During the coming year, he said, 
the bureaus will continue to spread 
their activities in this connection 
by invading non-bureau areas. 

With respect to the forthcoming 


study of the definitions of terms 
used in retailing, Marshall Mott, 
manager of the Hartford, Conn., 
bureau, said that it is hoped that 


> 


KC. . 5000 WATTS DAY &© NIGHT 
JOHN J. GILLIN, JR. MGR. 
Blair & Co., 


terms will eliminate any misunder- 
standing on the part of the con- 
sumer as to exactly what he or she 
is buying. 


Covers All Fields 


As outlined, the study will cover 
all types of merchandise sold to the 
consumer—fabrics, furs, appliances, 
clothing, furniture, etc. The pur- 
pose of the standardized terms is 
to provide full and accurate de- 
scription, and to eliminate general 
misleading trade names. 

The new = study, which will 
supplement the bureau’s present 
“Guide for Retail Advertising and 
Selling,” is being undertaken at the 


| request of the American Standards 


Association, a federation 
proximately 2,000 


of ap- 
manufacturing 


izations and several government de- 
partments. 

Advertising was given a hearty 
pat on the back by Robert J. Bauer, 
naional president, who told the 
delegates that there is more truth 
in advertising today then at any 
time in our history. “It has become 
evident that the interests of con- 
sumers and business are not in 
opposition, but in fact in many 
particulars are identical,” he said. 
“As a result of these disclosures 
there is a strong tendency today by 
consumers and business to coordi- 
nate their efforts to their mutual 
advantages.” 

He revealed that during the past 
year, Better Business Bureaus have 
read or scanned more than 3,500,000 
advertisements. Of this number 


vertisements suspected of being in- 
accurate or misleading, totaling 
more than 150,000. These in- 
vestigations revealed inaccuracies 
totaling 51,000, and in the vast 
majority of cases adjustments were 
satisfactorily procured. 

“The number of inaccurate or 
misleading advertisements disclosed 
by our investigations when com- 
pared with the number of adver- 
tisements read and scanned is very 
small, representing less than two 
per cent of the total.” 

Small manufacturers were 
warned by Mr. Barnard to beware 


cret 

tives 
useful 
tracts. 


smart 
have influence 
defense con- 
bureaus had 


approaches” of 
who claim to 
in obtaining 
He said the 


rackets. 
Robert J. Bauer, manager of the 


Los Angeles Bureau, was unani- 
mously reelected president of the 
national organization. Other offi- 


cers installed for the ensuing year 
were George H. Dennison, Pitts- 
burgh, vice-president; Hugh Smith, 
Philadelphia, secretary; and Victory 
H. Nyborg, Cincinnati, treasurer. 
The Buffalo Cup, awarded to the 
bureau which had best acquainted 
the public with its activities, went 
to the Indianapolis Bureau. 


To Earl E. May Company 


of national defense rackets and “se- | 
opera- | 


R. E. Dearmont, advertising man- 
ager of the Evening Sentinel, Shen- 
andoah, Ia., has joined the adver- 
tising department of Earl E. May 
Seed Company. 


Effective July 1, 1941 


The 


of TULSA, OKLAHOMA 


becomes Agent for 


Publishers of 
The Tulsa Tribune 


Established 1904 


Effective Tuesday July 1, 1941 


The Tulsa Tribune 


will be published six days, evening 
The Tulsa Tribune Sunday Edition 


discontinues publication after 
the issue of June 29, 1941 


NEWSPAPER PRINTING CORPORATION 


TULSA TRIBUNE COMPANY WORLD PUBLISHING COMPANY 
Richard Lloyd Jones, President 


Eugene Lorton, President 


Publishers of The 
TULSA-*41*.WORLD 


Established 1906 


Effective Tuesday July 1, 1941 


The Tulsa World 


will be published seven days, morning 


* * 


National Advertising Representatives 


THE BRANHAM COMPANY 


* 
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FIC Case Confirms 
Investigation of 
Vitamin Claims 


Wurlitzer Also Accused 
of Misleading Copy in 
Piano Ads 


Washington, D. C., July 2.—Re- 
ports that one or more government 
agencies are quietly investigating 
claims made by vitamin advertisers 
were confirmed at least in part this 
week when the Federal Trade Com- 
mission revealed it had negotiated 
a stipulation with a Cincinnati bak- 
ing company on its vitamin claims. 

The stipulation involved Rubel 
Baking Company, which agreed to 
cease advertising that its bread con- 
tains as many as 800 international 
units of Vitamin B, and that con- 
sumption of an ordinary amount of 
the bread supplies the minimum 
daily nutritional requirement of the 
vitamin. 

Rubel also agreed to stop desig- 
nating its product as “Rubel’s High 
Vitamin Wheat Bread,” and to 
cease terming the yeast with which 
it is made as “High Vitamin Yeast.” 
The advertiser also agreed to dis- 
continue claims that its product is a 
weight-reducing or health 
necessary or adequate to supple- 
ment dietary vitamin deficiency; 
and that any one of the vitamins 
contained in its bread is the most 
essential vitamin needed for build- 
ing and maintaining good health. 


Expect Other Cases 


Culmination of the case is be- 
lieved to presage others in the vita- 
min field. In addition to 
activities, the Food & Drug Admin- 
istration may be heard from. There 
have been reports that FDA is eye- 
ing with suspicion the label claims 
of some vitamin advertisers. 

FDA officials, it is known, do not 
share the views of some other gov- 
ernment agencies as to the virtues 
of vitamins. The United States 
Public Health Service, together 
with the Department of Agricul- | 
ture, instigated the government’s | 
entry into the vitamin field in the 
belief that vitamins must be added 
to the public’s diet in order to im-| 


prove nutrition. Curiously, both | 
USPHS and FDA are sister com-| 
ponents of the Federal Security 


Agency since the most recent | 


government reorganization. 


FILES CHARGES AGAINST 
WURLITZER PIANO COPY 

Washington, D. C., July 2.—A 
charge of misrepresentation was | 
made today against Rudolph Wur- 
litzer Company, Cincinnati, by the 
Federal Trade Commission in a/| 
complaint which alleges that Wur- 
litzer uses “false and misleading 
statements” in describing the finish 
of its pianos. 

FTC charges are 


based upon 


Wurlitzer piano advertising claims: 
“Finished in Kordevon, a new 
finish, hailed with enthusiasm by 
leading decorative authorities for 
its unique beauty, its soft, rich tex- 
ture, its variety of tasteful shades.” 
Also drawing fire from FTC was 
business paper copy reading: “In 
appearance Kordevon is. almost 
exactly like lightly tooled leather. 
In fact, the average layman would 
likely think it was leather unless 
told otherwise.” 

Kordevon has a base of closely 
woven cotton fabric coated with 
pyroxylin _ plastic. Wurlitzer is 
charged with implying that its fin- 
ish is real Cordovan leather, and 
with using dealer displays which 
do not disclose “the true composi- 
tion and nature of the covering.” 


To Joseph Jacobs 


Joseph Jacobs Jewish Market Or- 
ganization, New York, has been 
named to handle merchandising and 
advertising in Jewish markets for 
B. T. Babbitt, Inc., New York; 
Curtiss Candy Company, Chicago; 
Caldwell-Baker Company, Indian- 
apolis; Calvert Distillers Corpora- 
tion, New York; Joseph Tetley & 
Co., New York; Carstairs Bros. Dis- 
tilling Company, New York; Erwin, 
Wasey & Co., New York; and R. L. 
Watkins Company, New York. 


Names C. F. Hutchinson 


Charles F. Hutchinson, formerly 
Eastern sales manager for Sun- 
Maid Raisin Growers Association, 
Fresno, has been named _ national 
sales manager for Prudence Foods, 
Inc., Boston. 


Reo Shifts Five 


Reo Motors has shifted the fol- | 


lowing men in the sales division to 
|new posts: Herman Dorn, Milwau- 
kee branch manager, to Dallas: 
|T. A. Kennedy, district representa- 
tive in Wisconsin and Minnesota, 
to Milwaukee; R. C. Unger, district 
manager of the Eastern territory, to 
manager of the Pittsburgh branch; 
Thomas Bates, service department 
executive, to handle prices and 
specifications, and Marvin Frier, as 
service and parts manager for the 
Chicago branch. 


‘Names Shea Manager 

The Allen - Klapp - Frazier Com- 
pany has named J. Ear] Shea, for- 
mer Pacific Coast magazine repre- 
sentative, manager of its New York 
office. 


New Display Aid Out 
| Fastex Company, Cleveland, ) 
jlaunched promotion of its m 
| Fastex fastener, a rubber band wi 
|}a button, which permits the attac} 
|ing of samples to display card 
|Using this new fastener, actu 
products may be attached to wi} 
|dow displays where it was fi 
|merly necessary to reproduce t} 
product by illustration. 


| Opens New Studios 


— — 


New studios of Stations WFA. 


and KGKO, owned and operated | 


the Dallas News, have been fo: 


mally opened. They are housed 


a two-story penthouse of the San‘ 


Fe blidg., and include five studi 
and control rooms besides news, r« 
cording and audition rooms, offic: 
and musical library. 


food; is | 


FTC’s | 
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G-E Emphasizes 
Newspapers in 
Fall Radio Drive 


New York, July 2.—General Elec- 
tric Company will emphasize co- 
operative newspaper advertising in 
foil promotion of its new radio re- 
ceiver line, it was learned here. 

Although G-E now has some 25 
toble models ready for delivery, 
the difficulty of getting small parts 
has delayed production of consoles 
and combination radio-phonograph 
sets. According to G-E, some of 


the larger sets are complete with | 


the exception of a single, small 
part which has not been delivered 
ecause defense orders come first 


on the manufacturer's schedule. It 
|is expected that the larger models 
‘will be ready for delivery in Oc- 
tober. 


Some Have FM Bands 


The uncertainty with regard to 
ability to deliver and price has re- 
sulted in the emphasis on news- 
paper advertising, although some 
weekly magazines will probably be 
placed on the schedule and direct 
mail and displays will be used. 
Promotion of the table models will 
begin in August. The situation has 
been further complicated by the 
fact that some of the combination 
sets have frequency modulation 
bands and not all areas are 
equipped for this service. Maxon, 
|Ine., is the agency. 


ae sgiharey ot i a “ c : e, aa 
ADVERTISING AGE 
Bank Stresses Bond Copy Elects Mason 


Union Square Savings Bank, New 
York, through its agency, Metro- 
politan Advertising Company, New 
York, has started a campaign to 
run in all New York City dailies 
during the coming year. The theme 
of the campaign is the merit of 
U. S. defense bonds and stamps as 
a saving medium. 


Gets Vitamin Account 

Faraon Jay Moss Advertising 
Agency, Hollywood, has been 
named to handle the advertising of 
the Vitamin Company of America. 
Working on an expanded budget, 
campaign plans include newspapers 
and magazines, as well as radio in 
several Eastern cities. The com- 
pany will open Eastern territories 
this fall. 


| age 
Walker Mason, Connecticut Gen- Tulsa Dailies 


eral Life Insurance Company, has 

been elected president of the Sales apegs 

Managers’ Club of the Providence, Mer e Facilities: 

R. I., Chamber of Commerce. Other | | 

officers elected are: Charles K. | 

Campbell, International Business | e age 

Machines Corporation, vice-presi- | efain entities 

dent; Frank Weller, Providence | 

Chamber of Commerce, secretary; | " ; ? 

and Frank J. Ryan, National Bank | , Tulsa, July 1.—The Newspaper re 
Printing Corporation has been or- : : 
ganized here to act as_ business , 


of Commerce, treasurer. 
agent for the Tulsa World and the 
To KSFO Sales Staff _ Tulsa Tribune, effective today, and 
David A. Williamson has joined | the mechanical, circulation and 
the sales staff of Station KSFO,/ business departments of the two 
San Francisco. He was formerly | tne : : heed 
Pacific Coast promotion manager | M€¢WSpapers will be merged, facili- 
for the American Meat Institute,|U&S and equipment being consoli- 
and West Coast manager for Geyer, | dated and coordinated in the present 
Cornell and Newell, Inc. World plant as soon as_ practical. 


* | Company will be national advertis- 
| ing representative for both news- 
| papers, 
| “Because of rising labor and ma- 
| terial costs, coupled with sharp in- 

ML A EE AMEE ALE TSE A 


Frank O. Larson will be president 
and general manager of the new 
corporation. Richard Lloyd Jones, 
Jr., will be vice-president and busi- 
ness manager; Norris G. Henthorne, 
vice-president, and Rex A. Justus, 
secretary and treasurer. Mr. Justus 


“‘Aimin’ ‘em straight, tossin’ ‘em true... 


that’s the way to play the game, boys, stead 


of just flingin’ ‘em out and trustin’ to luck.” 


4 


MART BUYERS 


4 4 


of radio advertising don’t 


trust to luck, either. They know that 


the greatest sales-return per dollar comes 


from selling messages sent straight and true 


into the most active markets. 


Number One Market of Industrial America 


is the famous Golden Horseshoe—the 


THE GREAT 


STATIONS 


VOL 


GOODWILL STATION 


Dior 


THE 


G. A. RICHARDS 
President 


territory blanketed by WJR and WGAR. It’s 
busy and prosperous under normal condi- 


tions. It’s booming under the pressure of 


national defense work. 


And here in this great market—where 
wheels of industry turn day and night; where 
payrolls are mounting every day; where | 
there’s more money earned, more money 


spent —advertisers don’t depend on luck. 


|The two newspapers will continue 
to maintain separate editorial iden- 
tities. 

The Tulsa Tribune will be pub- 
| lished six evenings a week, the Sun- 
| day edition having been discon- 
| tinued with the June 29 issue. The 
| Tulsa World will be published seven 
|}mornings a week. The Branham 


creases in taxation,” said the official 
announcement, “the printing corpo- 
ration plan has, in recent years, 
become common in American cities 
having two — highly competitive 
newspapers A majority of the 
newspapers in 


the major cities of 
the Middle 


West is now operating 
under this or similar arrangements.” 


also will be director of advertising 
with V. P. Flynn, local advertising 
|; manager; M. E. Elder, national ad- 
vertising manager, and Frank Mat- 
toon, classified advertising manager. 
Eugene Lorton will continue pub- 
lisher of the World and Richard 
|Lloyd Jones, publisher of the 
| Tribune. 

“The right to avail themselves of Pe 
the new combination rate will be . 
| accorded any national advertiser on 
July 1, 1941 
individual 
newspaper,” 


regardless of existing 
contracts with either 
says the corporation’s 
new rate announcement, putting the 
flat rate per agate line for the com- 
bination at 32 cents and the Sunday 
;rate at 30 cents. 


Two Join A. M. Sneider 
Helene E. Isaacs, formerly in 

icharge of fashion merchandising 

| with Norman D. Waters & Associ- 


iates, New York, has joined A. M. 
|Sneider & Co., New York, as copy 
chief Rosalind Zabow, formerly i 
layout artist with R. H. Macy & Co., a 


|New York, has joined the agency as 
art director. 


Leaves Pollyea Agency 

Ray Nale, formerly with Pollyea, 
Advertising, Terre Haute, Ind., has 
| joined the Saturday Spectator, 
|Terre Haute, as advertising man- 
| ager. 


They make certain of going straight and 


true. They score with 


OF THE 


THE FRIENDLY STATION | 


Claeland- 


Basic Stations - Columbia Broadcasting System - Edward Petry & Co., Inc., National Rep. 


WJR and WGAR! 


TODAY 


... The Gummed Paper 
Sample Book of Tomorrow 
Convenient 
Easy to handle; Handy to keep 
Creative 


Supplies Selling Tools 


Complete 


Tells all and sells 


WRITE for your 
| FREE copy today 


MID.STATES GUMMED PAPER CO. 


2515 Seuth Damen Avenue - Chicago , 
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Keep on Selling 


Walter D. Fuller, president of the | to continue research and selling in 


Curtis Publishing Company, and 
president of the National Associa- 
tion of Manufacturers, summarized 
in his address at the Bloomington 
meeting of the American Marketing 
Association, reported in the 
30 issue of ApbvVERTISING AGE, the 
sound conception of advertising and 
marketing functions during the de- 
fense emergency which we believe 
is - held by business executives 
generally. 

The idea that all normal 
and promotion functions must be 
abandoned while the country car- 
forward the emergency pro- 
gram was riddled by Mr. Fuller as 
an example of defeatist thinking. 
Conceding that every American puts 
the national program first, and that 
military preparedness 
has the right of way, Mr. Fuller 
emphasized the fact that American 
initiative and resourcefulness can 
and will make it possible to pro- 
duce, distribute and advertise the 
myriad products needed by the civi- 
lian population. 


sales 


ries 


important to defense as weapons 
against inflation, as tools in price 
regulation, in building morale, in 
making it clear to the public why 
there may be shortages, and in 
showing what patriotic American 
business and industry are doing in 
producing military goods and serv- 
ing our civilian population. 

“Those who say it is unpatriotic 


June | 
| would 


| nondefense 


lines 
They do not know American indus- 
try Where would we be today 
had we not freedom of research 
and selling? The capacity and the 
‘know-how’ to do the defense job 
still be unborn. America 
today should thank advertising, sell- 


are 


done in stimulating production in 
this country so that in this hour of 
emergency America has the capac- 
ity and facilities with which to 
manufacture our defense of democ- 
racy.” 

Mr. Fuller recalled the testimony 
of Leon Henderson Con- 
gressional committee, in the course 
of which he said, “We are in 


before a 


|'danger of setting our sights too low 


necessarily | 


on what we can produce for civilian 
life without the slightest inter- 
ference with defense needs. For 
the life of me, I cannot see why 


|the United States, using only 20 per 


cent of the national income for de- 
fense even in the fiscal year 1942, 


|must pull in its belt on thousands 
Research and selling, he said, ‘are 


| gospel 


of items unrelated to its defense 
program.” 

This is the sort of courageous 
which business executives 
should be preaching to their associ- 
ates and to the general public. It 
means supporting the emergency 
program with non-defense produc- 
tion which will insure the main- 
tenance of our economy on a sound 


| basis. 


New Marketing Opportunities 


It's an ill wind that blows no- 
body good, and in spite of the in- 
conveniences and_ difficulties 
duced by shortages of 
in certain lines, are obvious 
opportunities for skilful marketers 
coming out of those very conditions. 
Every manufacturer who is hamp- 


in- 
production 
there 


ered in one direction may find new 
possibilities developing in 
others, provided he is alert enough 
to follow through and to be 
pared to supply new demands and 
new needs. 

One 


sales 


pre- 


interesting possibility is 
the reduced produc- 
been scheduled for 
industry on 1942 
With fewer new cars avail- 


suggested by 
tion which 


the 


has 
automobile 
models 
able for the general public, it takes 
no prophet to see that the demand 
for good used automobiles will be 
during the next 
months than ever before. 
will normal demand be 
the demand for 


portation will be 


twelve 
Not only 
there, but 
automotive trans- 
increased by far 


greater 


| greater purchasing capacity in the 


Americans 
want automobiles, and an 


hands of consumers. 
increas- 
ing percentage of them will be sup- 
plied through the reconditioning of 
used cars. 

What will this mean to the many 
manufacturers whose products are 
and re- 
With owners keeping 


required in maintenance 
conditioning? 
their cars longer, and new buyers 
coming into the market demanding 
good transportation equipment, the 
maintenance market will be tre- 
mendously expanded. 

This is only one typical example, 
but it that 


pressure is placed on one division 


demonstrates where 
of purchasing and consumption, de- 
mand will reappear somewhere 
else It is the advertising 
and marketing to direct sales effort 


job of 
to those new areas of demand and 
to make sure that they are supplied 
to the fullest extent possible under 
today’s conditions. 


eu. hey P 


Tel. BRyant 9-6432 
.Tel. REpublic 7659 | 


defeatists. 


“- 


a 


1941, Chicago 
g. U.S Pat oft, 


CONCENTRATING ON THE POINT OF SALE 


Chicago Times Sundicate 


"While you're fixing the displays, pile that golf stuff around the prescription 
counter—this time of year doctors usually prescribe a lot of golf!’ 


Secretary of Advertising 
One moves slowly in the heat 
with which your Ad-Libber is cur- 


rently afflicted, and perhaps this 
explains why we are just now get- 
ting around to tell you of the 


interesting suggestion made in Jan- 
uary by Howard Vincent O’Brien, 
unhampered and_ unfettered  col- 
umnist of the Chicago Daily News. 

“Wallace Deuel, fresh back from 
Berlin, has many tales to tell of the 
clever propaganda with which the 
Germans softened their enemies,” 
Mr. O’Brien reported on that far- 
off January day. “And, as always, 
I am amazed that all the propa- 
ganda seems to be on the German 
side. 

“Why should Frenchmen fold up 
under a barrage of picture post- 
cards, made in Germany; while 
Germans seem so unmoved by what 
is sent them? 

“IT don’t understand _ this. It 
seems to me that one of our great- 
est contributions toward the defeat 
of Hitler will be in our superior use 
of propaganda. After all, Ameri- 
cans invented—or at least perfected 

the art of advertising. 

“It seems to me that if adver- 
tising can sell some of the stuff that 
Americans buy, it should have no 
difficulty in selling the Germans a 
belief in democracy. 

“Without delay (and 
ready delayed until July—Eb.), the 
President should appoint a Secre- 
tary of Advertising; and copy and 
layout men should forthwith be mo- 
bilized. Tough prospects, the Ger- 
mans, and maybe four out of five 
have what their best friends won't 
speak about. But the kind of men 
who have made American advertis- 


we've al- 


ing what it is have never been 
stumped by the toughness of a 


prospect. 


“Flying fortresses, sure but 
typewriters, too.” 
Easy Does It 

Nothing, it seems, is too much 


trouble when it comes to making a 
soldier's life a little easier. The 
RCA press division informs us that 
soldiers have always found difficulty 
in writing home after a hard day's 
training, and so several RCA com- 
mercial sound distributors have 
rushed to the rescue with a port- 
able instantaneous disc recorder 
and a supply of small paper-core 
blanks. Draftee Joe Petronovitz 
staggers into the dealer's store after 
the aforesaid day’s hard training, 


| Ad-libbing 


|ing and research for what has been | 


seats himself comfortably before a 
microphone, says: “Hello, Ma; 
hello, Pa. It’s hot today and we 
did six hours on the tackling dum- 
my, but I guess I can stand it. 
How’s Lizzie and Uncle Oscar and 
the kids? The Army ain’t so bad 
but I wish I was back home in the 
shop. Don’t worry if you don’t get 
a letter from me too often. Soldiers 
have always found difficulty in 
writing home after a day’s hard 
training. Oh, yea—I almost forgot 
to tell you. This is a phonograph 
record I’m talking into, and all 
you hafta do is play it on Mrs. 
Crumpit’s phonograph next door to 
know what I’m saying. Ain't that 
something? Well, goodbye, I'll be 
writing real soon.” 
And the postman does the rest. 


Jottings 

MacLean Publishing Company of 
Toronto has dubbed the advertising 
which is done for market protec- 
tion while the advertiser has noth- 
ing to sell “sustaining” advertising. 
Currently, it is supplying Canadian 
advertisers with examples of this 
type of copy currently being run in 
its own magazines and in England. 
“Sustaining advertising is a new 
term in advertising jargon,” the 
publisher says, “but we feel that it 
is one that will come into familiar 
usage as instances of such sustain- 


ing campaigns in this country in- 
crease. The parent of sustaining 
advertising is long-term thinking 


and its greater use will develop as 
soon as industry and business find 
their feet in today’s wartime econ- 
omy.” 


The Heat's On 
“Squeeze it in and make it tight: 
Hold it down!" Ye Ed is crying. 
“The FTC’s gone wild again 
And Adman Zilch is dying.” 


“IT need some space on every page; 
Don’t waste an inch that can be 
spared. 
“The mags are blessing radio 
And Ivory and Lux have paired.” 


But when the mercury’s way up, 
And that cooling breeze you miss, 

And collar’s gone and tie as well, 
It’s 


much 
more 
fun 
to 
write 
like 
this 


a 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1830. The Teen-Age Market 

The teen-age readers of The 
American Girl are discussed in this 
booklet, which shows who they are, 
how they live and what they ar 
known to buy. Their education anv 
interest in homemaking, music ani}! 
sewing, for instance, and figures o 
purchases indicate a lively marke: 
for advertisers in many fields. 


No. 1831. How to Step Up You 
Advertising Material and Sav 
Money. 

Stecher-Traung Lithograph Cor 
poration has issued this 36-pagi 
manual on the use of full-color ir 
advertising and sales material. The 
book itself is lithographed in ful! 
color and explains lithography as ; 
production method, shows how t 
lay out folders and the many kinds 
of folds and sizes. 

No. 1832. Manufacture of Rubber 

Printing Plates. 

This bulletin, issued by The B. F 
Goodrich Company, summarizes the 
processes involved in rubber plate 
making. It deals specifically with 
|materials and methods, discussing 
| various types of matrices in use in 
| the rubber plate field today, and 
| how they are made. 


No. 1833. Zones of Influence. 
County tabulations of occupied 
dwelling units, circulation and re- 
tail sales, with accompanying maps, 
indicate the zones of influence of 
the Oklahoman and Times, Okla- 
homa City, in this folder issued by 


The Katz Agency. 
No. 1823. Appliances on Farms. 
The extension of rural electrifi- 


cation with a consequently broad- 
ened market for electric appliances 
on farms is brought out in this new 
study, issued by The Curtis Pub- 
lishing Company. The findings 
show, among other things, that 
farm families are buying electric 
and gas appliances as rapidly as 
electricity or gas service is avail- 
able; that they are brand conscious, 
and that volume sales are going to 
manufacturers and dealers who 
consistently cultivate this market 


No. 1824. “Information, Please.” 


The Wall Street Journal has is- 
sued this. spiral-bound brochure 
which contains five advertisements. 
in reduced size, from the institu- 
tional campaign of Eagle-Piche: 
Lead Company, which is appearing 
in the Journal. Following these are 
reprints of 50 letters indicating 
reader reaction to the series and 
showing the benefits of a continu- 
ing educational campaign. 

No. 1825. Newsweek Reports on 
Defense. 

Newsweek marks the first anni- 
versary of the national defense pro- 
gram with this complete and com- 
pact report of progress as of 
mid-May, 1941, with a presentation 
of future objectives so far as they 
are formulated. Articles on the 
Army and Navy, shipbuilding, «(\'- 
plane output and a graph of the 
defense organization are only a !eW 
of the contents which make '' 4 
valuable report. 


No. 1780. Ohio Liquor Sales. 

The Cleveland Press has issued 
its sixth annual analysis of nie 
liquor sales, providing a complete 


picture for 1940. Issued in tw? 
sections packed with maps, tables 
dollar 


and charts, the study covers 
sales by county and district, as well 
as gallon sales by type, with state 
totals, and wholesale, retail and 
total sales of individual brands bY 
type, district and for the state 
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AIDS CAMPAIGN 


ME The greatest news story af the your a» 


wo anda ale Ge mae S 


|t seems a far cry from Tarvia to bread, 
but as the Barrett Company points out 
in this full-page advertisement in The 
Saturday Evening Post, its chemists have 
aided the enriched bread program by 
helping develop a vital chemical, nico- 
tinic acid, which is being used in the 
current drive to fortify the staff of life. 


Hodges Declares 
AFA DoesNotSeek 
Free Defense Ads 


New York, July 1.—The national 
defense committee of the Advertis- 
ing Federation of America is “not 
asking anybody to donate space, nor 
is any individual authorized by this 
committee to ask free space from 
anyone,” Gilbert T. Hodges, New 
York Sun, who is chairman of the 
committee, asserted here. 

His statement was issued in con- 
nection with the appearance in some 
publications of an advertisement ex- 
plaining the selective service act 
which was built around a_ poster 
painted by Leslie Ragan under the 
sponsorship of the federation. 

“I wish to state that in each in- 
stance where space was donated, it 
was done voluntarily from a sense 
of loyalty to the nation’s defense 
program, and was not prompted or 
solicited by any officer or member 
of the federation or by anyone 
authorized to do so in its name,” 
Mr. Hodges said. 


Sutton to Erwin, Wasey 
Felix Sutton has joined Erwin, 
Wasey & Co., New York, as a radio 
commercial writer. He was previ- 
ously with Brown & Thomas and 
Lord & Thomas, New York, as copy- 
writer. 
Dunne to Cochrane 
Finley Peter Dunne, Jr., has 
joined the staff of the Cochrane 
Company, Boston. He was formerly 
with Dickie-Raymond, Inc. 
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TOCK PHOTOS 
KAUFMANN FABRY 


425 S. WABASH AVE. CHICAGO 


.. Coast Fruit, 
- Vegetable Group 


Opens Campaign 


Proposal for Advertising 
Drive for National Body 
Still Being Pushed 


Los Angeles, July 2.—The Fresh 
Fruit and Vegetable Institute has 
been organized by Southern Cali- 
fornia fruit and vegetable packers, 
shippers, growers, brokers and job- 
bers to publicize the advantages of 
using more fresh fruits and vege- 
tables in the daily diet. The first 
cooperative advertising undertaken 
by the group was launched here 
June 16 with a radio program en- 
titled “‘Here’s to the Ladies” which 
is being broadcast Monday, Wednes- 
day and Friday over Station KECA. 

The institute has 100 per cent 
support from the brokers and about 
80 per cent support from other 
groups, according to R. M. Carson, 
manager. Mr. Carson for the last 
four years has handled trade pro- 
motion in Southern California for 
the Washington State Apple Com- 
mission and the Bartlett Pear Ad- 
visory Board. 

Brokers and jobbers at the Cen- 
tral Market here, main distribution 
center for Southern California fruits 
and vegetables, at the present time 
are voluntarily assessing themselves 
$5 a month per door at the market- 
ing center, bringing in about $2,500 
a month. In the near future the in- 
stitute expects shippers to contrib- 
ute one-eighth cent per box, adding 
$3,000 or $4,000 a month to avail- 
able funds. 


To Expand Radio 


As the funds grow, said Mr. Car- 
son, the radio program will be ex- 
panded to six times a week. News- 
paper and outdoor advertising also 
is contemplated. To coordinate this 
advertising the institute plans to 
employ dealer service men who will 
contact the retail dealers. One of 
their primary objectives will be to 
prevent excessive mark-ups and to 
educate dealers in the latest mer- 
chandising methods. 

The institute is using publicity to 
acquaint consumers with the best 
values on the market, acquainting 
them with produce that is most 
plentiful each week. Meetings are 
held every Friday to decide what 
produce will be advertised the fol- 
lowing week. The copy is not con- 
fined to any one commodity and 
there is no mention of brands. The 
institute’s program, points out Mr. 
Carson, ties in with the national 
government's health and defense 
program encouraging the public to 
consume more fruits and vegetables. 

Theron Hooker is president of the 
institute, Arthur LaLonde is vice- 
president and Hommer A. Harris is 
secretary-treasurer. Institute offices 
are at 704 Market court, Los Ange- 
les. Scholte Advertising Agency 
has the account 


UNITED CONTINUES DRIVE 
FOR NATIONAL CAMPAIGN 
Chicago, July 2.—Efforts con- 
tinue to be made to organize a na- 
tional advertising campaign to stim- 
ulate increased consumption of 
fruits and vegetables, according to 


word passed out by the office of W. 


Garfitt, executive vice-president of 
the United Fresh Fruit and Vege- 
table Association. A million dollar 
program was proposed at the asso- 
ciation’s annual convention in Hous- 
ton in January, 1940, but it fell 
short of its objective. Debate on 
the measure was revived at the na- 
tional convention in St. Louis last 
January. Thus far advertising has 
been limited to regional groups 


Appoints Richardson 

The Chesebrough Mfg. Company, 
New York, has named Arthur B. 
Richardson vice-president in charge 
of foreign sales. Simultaneously 
Basil L. Emery was named domes- 
tic sales and advertising manager, 
and Axel K. Jensen, export man- 
ager. 


Sponsors Fidler 


The Tayton Company, Los An- 
geles cosmetics manufacturer, will 
sponsor Jimmie Fidler, Hollywood 
commentator, over the Columbia 
Pacific network beginning July 11. 
The program will be heard on Fri- 
day night from 8:30 to 8:45. Bat- 
ten, Barton, Durstine & Osborn is 
the agency. 


| 


Markets New Pack 


The Container Corporation of 
America, Chicago, has issued a 
broadside circular showing its new 
Crypto-Pak container for frozen 
foods in bulk. The new carton is 
said to afford greater protection 
from air and to enable the retailer 
to package liquids and juicy fruits 


Issues N. Y. Guide 

New York State’s Bureau of Pub- 
licity, established in the recently- 
created Division of Commerce, has 
opened its 1941 campaign to attract 
tourists with the distribution of a 
guide containing more than 150 
photographs. Allan Reagan is di- 
rector of the bureau. 


Named by Jasper, Lynch 

Frances 
appointed personal shopping rep- | division 
resentative of 
Fishel, New York. She was for- signed to open 
merly head of the checking depart- 
ment. 


more efficiently. 


B. Mercaldi has been! Bob’ White, 


Jasper, Lynch & | Maize-Products 


Chicago. 


Opens New Office | 
formerly 
manager 


counselor at 1100 N. LaSalle street, 


‘Simonds to Weed 


Lincoln P. Simonds, 
Chicago manager of the Texas State 


for American work's New York office, has joined 
Company, has re-|the New York sales staff of Weed 
office as sales| & Co., radio station representative. 
The Texas network recently named 


Weed & Co. as representative. 


formerly 


Smart bet 


= food products you market may be as good 
as can be made... today. 

But what about tomorrow? Will they still 
measure up? 

‘Tomorrow's markets may be tougher nuts 
to crack. Higher prices, sharper competition, 
more exacting consumer demands may limit 
you... unless there’s a strong extra reason why 
buyers should prefer your products. 

The improvement of food products with 
Vitamins is One such reason, and a good one. 
And current events remind you that’ there 
never was a better time for such improvement 
than right now. While the iron is hot. And while 
the full force of the Government-sponsored 
“Better Nutrition” program can give you in- 
valuable support. 

If your product list includes foods that, like 
many others, lose natural Vitamin A during 
processing, 1 if your products are logical 
carriers for Vitamins A or D, you'll want to 
consider ways to employ these nutrients. That's 
where we come in. With a Vitamin D concen- 
trate par excellence... one that does not impart 
taste or odor to foods. And with a Vitamin A 


concentrate so bland, so stable, so uniform that 


755 RIDGE ROAD WEST, 


TO WIN SALES VOLUME: 


Sood improvement 


it defies comparison with any other type of 
Vitamin A product on the market. 

The latter product, Distilled Vitamin A in 
Natural Ester Form*, is the only form of con- 
centrated natural A that retains the vitamin’s 
original preservatives, the natural anti-oxi- 
dants. This rare asset, to a chemist, means ex- 
ceptional stability —a promise ably borne out 
by comparative tests. To the saleswise, it means 
assurance that your product’s Vitamin A 
potency stays up to par, 

The sales and advertising advantages are 
oby ious: the costs less than you think. So we 
urge you —if thinking of Vitamin fortification, 
learn more about Distilled Vitamin A Esters. 
It’s as Clearly superior in its field as is food 


improvement a good bet for added sales. 


* * - 
Write for a copy of “The Story of Vitamin A Esters’’. 
r — Not the usual promotion piece, buta 
factual description in non-technical 
; terms of our Vitamin A’ concen- 
& Styg- | 


trates, their uses and advantages. Our 


Service Laboratory has had wide 


ESTERS 


prstuLuaTion problems 


experience with food incorporation 


can help you also. Data 


ae Jj available on Vitamin D, too —just 


Dour copy isready. 


ask. On business letterhead, please. 


*Protected by U.S. product patent No, 2,205,925 and over 50 process patents, 


DISTILLATION PRODUCTS, INC. 


ROCHESTER, NEW YORK 


Jointly owned by EASTMAN KODAK CO. and GENERAL MILLS, INC. 
Sales agent: Research Products Div., General Mills, Inc., Minneapolis, Minn. 


| Ot-SolubleVilamin Headguarters 
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Chain Operator 
Adopts Grade, 
Descriptive Labels 


Newark, July 2. — Wilkinson, 
Gaddis & Co., operator of 150 Mu- 
tual stores, Big Chief supermarkets 
and Neighborhood stores in north- 
ern New Jersey, announced a new 
buying policy last week under 
which consumers will have the ad- 
vantage of combined grade and de- 
scriptive labels. 

Charles T. Leland, merchandising 
manager, said all future purchases 
of canned vegetables by the chain 
will be contingent upon delivery of 
a U. S. Department of Agriculture 
grade certificate with the shipment, 
wherever grades have been estab- 
lished by the department. Wilkin- 
son, Gaddis, according to Mr. Le- 
land, thus “becomes the first large 
chain in the United States to predi- 
cate its buying of canned vegetables 
upon quality control, through grad- 
ing at the source. This step imple- 


ments and secures the grade-label- | 


ing program for canned vegetables 
adopted in March, when we an- 


nounced broad plans for grade la-| 


beling and an educational campaign. 
“This campaign is now being ad- 


New Haven Is One 
of 10 Top Cities 


Forbes Magazine business map records 
New the 10° out- 
standing cities in America for favor- 
able business increase 
oat, New 
Connecticut 


Ilaven as one of 


us to June 1, 
the 
show 


Haven was 
eity to 
improvement and only one other New 
England city was recorded, Learn 
about the great New Haven 
market known as “REGISTER CITY", 
Brochure in color upon request, New 
Haven Register, Haven, 
necticut, 


only 
sharp 


more 


New Con- 


i i i i i i i i 


-_sesooeoeeeeveveeeeevevewevwvevvs* 


ministered by American Consumers | 


Institute, New York, through the 
preparation of educational projects 
and other material for study use by | 
northern New Jersey schools and 
women’s groups. It is the first such 
educational campaign ever under- 
taken by a grocery chain in this 
country.” 

Under the new policy, suppliers 
have been advised to supply a gov- 
ernment Grade A certificate for 
canned vegetables to be sold under 
the company’s Ideal brand, and a 
Grade B certificate for its Glenside 
brand. 


Smith Commander 
of Chicago Post 


Gordon Smith, advertising man- 
ager, Republic Coal & Coke Com- 
pany, was elected commander of 
Chicago Post 170, American Legion, 
June 23. Elmer E. Flagler, New 
York News, was elected first vice- 
commander; E. M. Roscher, St. 
Louis Post-Dispatch, second vice- 
commander; Francis J. Crowell, 
|George A. McDevitt Company, 
treasurer; Otis Beeman, Aubrey, 
Moore & Wallace, adjutant, and 
L. C. MacGlashan, Weiss & Geller, 
| assistant adjutant. 

New directors are E. F. Corcoran, 
Branham Company; Salem N. Bas- 
| kin, head of the advertising agency 
of that name; Joe Benge, Outdoor 
| Advertising, Inc.: William C. Hen- 
ning, Curtis Publishing Company, 
and Mr. Roscher. 


Account to Butler 


| Kenneth B. Butler & Associ- 
|} ates, Mendota, Ill., has been named 
|by J. V. Patten Company, Syca- 
more, Ill., as advertising and sales 
| counsel, 


. 
| To Conner Company 


Irving H. Baltzer, for five years 
art director of the H. C. Capwell 
Company, Oakland, has joined the 
Conner Company, San _ Francisco 
agency. 


‘Dictionary of Verboten Terms’ 


ls Compiled by Hibschman 


Comprehensive Guide 
to FTC Citations Ils 
Developed 


By HARRY HIBSCHMAN 


The loudest cry that comes) 
from my correspondents is for 
something concrete to guide 
them in avoiding the pitfalls’ 
of the law. “Give me a yard- 
stick,” writes one perplexed 
correspondent, “by which 1) 
can tell with certainty that. 
my copy does not violate the 
Wheeler-Lea Act nor any past 
or possible future ruling of the 
FTC, and you shall have per- 
formed the most valuable 
service | can think of.” 

Needless to say, there is no 
such yardstick as the writer 
yearns for; but it has occurred 
to me that it might be possible 
to do something practical by 
listing as definitely and par- 
ticularly as possible’ the 
words, terms, expressions, and 
representations that have, 
been condemned by the Fed- 
eral Trade Commission and 
the courts as falling under the 
ban of the law either abso- 
lutely or when false or mis- 
leading. I recognize frankly 
that I'm biting off a big chew 
when | undertake to compile 


UH COMPANY, ANUWN AS. 


UNLING 


A NEW NAME... 


WE WISH TU ANNOUNCE TU ULH MANY FRLENUS THAT BEGINNING TODAY 


RAPID ENGRAVING CORPORATION 


STHEAMLINES ITS NAME TU 


) 


Atrernce tse. 


WE EARNESTLY FEEL THAT THROUGH CONTINUED ERPORT IN PRODUCING 


HIGH QUALITY ENGRAVINGS, OUR NEW NAME WILL FAR THANSCEND THI 


ULE IN IMPURTANCE 


NU CHANGES IN PERSONNEL OR ADDRESS... 


Mm 
a 4 


547 S. CLARK STREET, CHICAGO ® ® TELEPHONE ® WABASH 6284 


IN THE ADVERTISING AND PUBLISHING FIELUS 


» HUT A NEW NAME 


[Editor’s Note: 


With this issue, Harry Hibschman, ADVERTISING 


AGE’S legal expert, begins a series of prime importance and useful- 
ness to every advertising and agency executive who is in any way 


concerned with copy. 


The idea of listing terms and phrases which 


have been frowned on by the FTC and the courts has been used in 
certain industries and by certain trade associations, notably the Toilet 
Goods Association, but Mr. Hibschman’s contribution should be of 
tremendous value for several reasons: it is the most complete and 
extensive list ever compiled, as far as is known; it lists terms and 
phrases alphabetically, making them exceptionally easy to locate for 


reference purposes; 


it discusses terms under ten specific types of 


relationship to products advertised; and in every case it gives the 
context of the words or phrases which have made the terms unac- 


ceptable to the FTC. 

This is the first of a series of 12 
Verboten Terms.” 
in ADVERTISING AGE. 


installments of the “Dictionary of 


The eleven subsequent articles will appear weekly 
When the series is completed, it should 


furnish an exceptionally useful guide to every marketing and adver- 
tising executive in any way responsible for trademarks, labels, adver- 


tising material or sales promotion. | 


such a list. But the need 
seems to justify the effort and 
the risk of not being able to 
do a satisfactory job. So here 


roes. 
The words, terms, expressions, 
statements, and representations 


that may not be used at all or un- 
less they can be shown not to be 
false or misleading fall into many 
groups. I have decided, for my 
purpose, to classify them under ten 
headings, as follows: 

(1) Those relating to official or 
semi-official certification or en- 
dorsement; 

(2) Those relating to status; 

(3) Those relating to medicinal 
or therapeutic qualities; 

(4) Those relating to origin; 

(5) Those relating to composition 
of a product; 

(6) Those relating to price and 
terms of sale; 
| (7) Those relating to quality; 

(8) Those relating to quantity; 

(9) Those relating to testimoni- 
als; and 

(10) Those relating to tests and 
comparisons. 

The listing will be made under 
these respective headings, as nearly 
as possible in alphabetical order. 


| 1. 


Words, terms, expressions, state- 

ments, and representations relating 

to official or semi-official certifica- 
tion or endorsement. 

Adopted—product ‘adopted by fed- 
eral government.” 
“adopted by 
Department.” 
“adopted for Liberty motor.” 

American Eagle—when used on 
cover of civil service school book. 

Analyzed by U. S. Government. 

Approval—“Seal of Approval.” 

Approved—“government ap- 
proved.” 

Army—used on clothing. 
“Army Building Paint.” 
“Army Exercises” as 

book published 
unofficially. 
“Army and Navy Store.” 
“Army and Navy Trading Com- 
pany.” 

Assistant Veterinarian—when used 
by signer of letter who is not the 
holder of such a position. 


Quartermaster’s 


for 
and 


title 
privately 


Aviation — “Aviation Institute « 
U.S.A., Inc.” as trade name. 
Bottled in Bond—when applied t 

Cuban whisky. , 

Boy Scout—name and emblem o 
knives and other products. 

Bureau of Standards—that produ 
is certified by. 

Cantonment—‘Cantonment Paint. 

Certified —standing alone or j 
phrase “certified by Bureau  « 
Standards.” 

Civil Service Commission—in state 
ment that it had expressed 
preference for the advertiser’ 
srerthand system. 

Civi part of trad 
name, especially when used wit 
pictures of the Capitol in Wash 
ington, of Uncle Sam and of th 
American eagle. 


Service—as 


in trade name, “Civil Servic 
Training Bureau, Inc.” 
Consumers — in “Consumer’s Bu- 


reau of Standards.” 
Dermatologist—in expression “Der- 
matologist to Royalty.” 


Electrical Testing Laboratories- 
claim that product has _ been 
tested by. 

Endorsed—used directly or indi- 
rectly to imply government, bu- 
reau, departmental or other of- 
ficial approval. 

Farm Bureau—when used in such 


a manner as to indicate endorse- 
ment of product by. 


Federal Institute—as name fo! 


school. 
Flying Intelligence Service — with 
statement, “training given by 


U. S. Air Corps.” 

Food and Drug Administration—as- 
sertion in ad that hair prepara- 
tion has been subjected to labor- 
atory tests by. 

Food, Drug and Insecticide Admin- 
istration—claim of endorsement 
by. 

Forest Service—claim of endorse- 
ment by; also misuse of statist 
of. 

Gold Seal Award, Chicago, 193 
implying that product was given 
award at Century of Prog 
Exposition. 

Government—in expression “gov- 
ernment approved.” 
in name “Government Spar’ 
paint. 
in ad 


“Again government 
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tract goes to Kelvinator,” used 
with pictures of federal buildings 
ind. battleships, implying that 
sovernment used this product 
exclusively. 

Government genuine.” 
‘Government Khaki” as applied 
to clothing. 

‘Government property,” in claim 
that school was located on. 

n ad that product was used by 
the government in its army 
kitchens during the World War. 
“government rquirements,”” when 
none existed. 

“government size,”” when govern- 
ment had not prescribed size. 

in expression “only government 
standards products used.” 
nperial—in trade name “Imperial 
Air Industries” in connection 
with advertising, purchasing and 
selling of war material. 
“IT, S. U.”—used in title “I.S.U. Pi- 
lot,” indicating endorsement of 
publication by International Sea- 
men’s Union. 


— 


Inspected—“Inspected by U. S.” in 
ad for dog food. 
National—in trade name “National 


Guard Equipment Co.” 

in claim of endorsement by “Na- 
tional Medical Association.” 
“National Survey” as applied to 


maps. 

“National Training Institute, 
Inc.,” as trade name. 

Navy—in title of book, “Navy 
Drills.” 


in name “Navy Paint.” 

Official—as applied to maps. 
claim that product has been “of- 
ficially adopted” by the govern- 
ment or one of its branches. 
in name “Official Research 
reau of New York.” 

Pure Food and Drug Law 
of compliance with. 

Q. M.—in claim of endorsement by. 

Registered — representation that 
product is “registered with Food, 
Drug and Insecticide Administra- 
tion.” 
in phrase, “registered U. S. Pat- 
ent Office.” 

Royalty—in expression, ““Dermatol- 
ogist to Royalty.” in expression, 
“Honored by Royalty.” 

Seal—in “Seal of Approval.” 

Smithsonian—in representation that 
“Smithsonian Scientific Series” 


Bu- 


-in claim 


was published and_ sold. by 
Smithsonian Institution. 
Social Security—in name “Social 


’ 


Security Counsellors.’ 
Supreme Court—claim that the Su- 
preme Court had decided that ad- 
vertiser’s work on bookkeeping 
was the best. 

Inderwriters’ Laboratories—in rep- 
resentation of test by. 

S. or United States—in repre- 
sentation of instruction by “U. S. 
Air Corps.” 
in claim “only U. S. Government 
Standard products used.” 
in name “U. S. House Paint.” 
in name “U. S. Marine Paint.” 
in trade name “U. S. Ordinance 
Engineers.” 
in expression “U. S. Registry.” 
in name “U. S. Salvage Co.” 
West Point—used as name _ for 

clothing. 

(To Be 


¢ 


~ 


Continued ) 


GIVES YOU LOW 
COST RESPONSE IN 
The DETROIT AREA 
4 es * js 
5000 WATTS 


(Day and Night) 


West Coast Jury 
Accuses 16 of 
Price Conspiracy 


Los Angeles, July 1. — Following 
similar actions in other sections 
of the country, a special grand 
jury returned two indictments here 
last week charging 76 corporations 
and individuals engaged in the sale 
and distribution of foods, groceries, 
candy and tobacco in this area with 
violation of the anti-trust laws. 

In the first indictment, the Food 
and Grocery Bureau of Southern 
California, Inc., and 41 affiliated 
companies and individuals were 
charged with conspiring to raise 
and fix wholesale and retail prices 
of foods, groceries and allied prod- 
ucts. 


The second indictment was re- 
turned against the Wholesale To- 
bacco Dealers Bureau of Southern 


California, together with 19 whole- 
salers and 14 individuals. They 
were charged with participating in 
a similar scheme for raising and 
fixing wholesale prices of candy 
and tobacco. 


A. Andrew Hauck, special United 
States attorney, described the in- 
dictments as “more of an economic 
inquiry than a criminal action.” In 
each case the defendants were al- 
leged to have combined and ob- 
tained passage of amendments and 
revisions of the California Unfair 
Practices Act, after which the Food 
and Grocery and Wholesale Tobac- 
co Dealers Bureaus were formed, 
it was charged, to enforce increased 
prices which had been fixed. After 
the state supreme court had de- 
clared the Unfair Practices Act con- 
stitutional, the indictments 
defendants utilized the 
threatening to bring suits 
dealers who refused to 
minimum price schedules. 


charge, 
law in 
against 
abide by 


Had Expected Indictments 


S. M. White, secretary of the 
Southern California Retail Grocers 
Association and president of the 
Food and Grocery Bureau of South- 
ern California, said that the food 
industry had expected the _ indict- 
ments, charging, “This is just a part 
of the definite program in which 
Thurman Arnold and the Depart- 
ment of Justice are carrying out 
their policy of opposing every state 
statute which prohibits loss leader 
selling and selling below cost to de- 
ceive customers.” He claimed that 


through the organizations’ support 
of the state law, the retail and 
wholesale food industry of South- 
ern California has protected the 
consumer by keeping the average 
cost of a basket of groceries at a 
low level. 
INDICT 15 IN CHEESE 
PRICE FIXING CHARGE 
Madison, Wis., July 2.—Nine in- 
dividuals and six companies are 
charged with a conspiracy to fix 
prices paid to makers of limburger 
and Swiss cheese in the Monroe, 
Wis., producing area in indictments 
reported yesterday to Federal Judge 
Patrick Stone. The charge is based 
on a week's investigation conducted 
by the Chicago office of the anti- 
trust division of the U. S. Depart- 
ment of Justice and is a part of the 


nation-wide inquiry into food 
prices. 
Six Companies Named 
Companies indicted are: Kraft 


Cheese Company, Chicago; the Bad- 
ger-Brodhead Company, Monroe, 
Kraft subsidiary; J. S. Hoffman 
Company, Chicago; Triangle Cheese 
Company, Monroe, Hoffman sub- 
sidiary; Lakeshire-Marty Company, 
Monroe, a division of the New York 
Borden Company, and the Foreign 
Type Cheese Dealers Association, 
Monroe. 


Howard Named Head 
Of New Retail Ad Club 


Retail Advertising Executives 
Club of Metropolitan New York has 
been formed by advertising execu- 
tives associated with stores in the 
New York area. William Howard, 
vice-president and publicity direc- 
tor of R. H. Macy & Co., has been 
elected president. 

Other officers named were: Doro- 
thy Swenson, vice-president and 
publicity director, Abraham & 
Straus, vice-president; John Pearl, 


sales promotion manager, The 
Namm Store, treasurer; and Dr. 
Charles Edwards, New York Uni- 


versity, secretary. 


| To “Washington Post’ 


E. Roland Anderson, formerly 
with DeBoth Home Maker’s Schools 
in New York and Chicago, and with 
Spry Division of Lever Bros. Com- 
pany, has joined the national ad- 
vertising staff of the Washington 
Post and is in charge of national 
food classification. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums! 


Copy supplied for U. S. and foreign coun- 
tries—Astronomical Calculations, Weather 
Forecasts, Astrological Readings, Planting 
Tables, Fishing Calendars, etc. 


HART WRIGHT COMPANY 


Penn Yan, N. Y. 


Honorable Mention 
for ingenuity... in the Tenth 
Annual All-American Package 
Competition... awarded the 
Agfa-Ansco Display pictured 


in this advertisement... 


60 PLACES 
AGFA FILM 


\\\\ 


\ 


The two-pants suit 


but no flights up... 


The merit of making two blades of grass grow 
where one grew before... has long been accepted 
in principle. In our own humble onward-and- 


upward efforts in lithography, we beg to report 


progress er 


The TWO-IN-ONE Display sae placard, 


illustrated on both sides, aflixed to an easel by a 


flexible bottom hinge . 


where only one stood before. After a normal term 
of exposure, the face of the placard is turned 


around the bottom of the easel, and exhibits a 


second poster on its other side . 


P > me ' 
use than explain! 


This double barrelled unit affords display for 
the special occasion and general utility, Mother's 
Day and any day; for use through two periods, 
such as Mareh and April; for featuring separate 
items, deals, special offers... You buy one display, 
but get two, with longer display, increased utility. 
The extra cost is slight for the extra value. 

The TWO-IN-ONE is exclusive with us, de- 
signed, produced and patented by Finson-Freeman 
... The early bird gets the better showing... 


Specimens and estimates on request! 


EINSON-FREEMAN CO..ive. 
Very Versatile Lithographers 


STARR & BORDEN AVENUES. LONG ISLAND CITY, N.Y. 


me provides two displays 


.. It’s easier to 
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TOILET GOODS 
AND DRUGS 617% 


Because they know that the Tribune is far 
and away Chicago's leading women-appeal 


medium, Chicago drug stores and the drug 


and toilet goods departments of department 
stores awarded this newspaper 61°C of their 
newspaper advertising appropriations in 1940! 

That’s a specific example of the confidence 
which merchants who sell women-appeal 
products have in the Tribune. But it’s true 
in women-appeal classifications as a group. 


Chicago retailers know that the Tribune 


gets them fast, volume buying action from 


women. They play the Tribune across the 


board! 
Chicago’s largest constant audience of 


women depends upon the Tribune for up to 


the minute buying information. With over 
1,000,000 total net paid circulation every 
day of the week, the Tribune delivers from 
595,000 to 635,000 more daily circulation 
= than other Chicago daily newspapers, and 


from 270,000 to 720,000 more Sunday cireu- 


lation than other Chicago Sunday newspapers. 
When you can have more, why take less? 


Toget fast, volume buyingaction from Chicago 


women, put the Tribune at the top of your 
list! Tribune advertising rates per 100,000 cir- 


culation are among the lowest in the country. 


me £2." Se BP Oo 2 we oe 


hae 


()/ OF ALL WOMEN-APPEAL EXPENDITURES 


by Chicago department stores and specialty shops in 


ae te 2. <S 
te 


QO newspapers in 1940 was spent in the Tribune. This 
was 126% more than they awarded to the next Chicago newspaper, and 
more than they placed in the next two Chicago newspapers combined! | 
F 


The Tribune's Circulation Lead in Metropolitan Chicago! 
SUNDAY 


TRIBUNE 


z Chicago Tribune} 


THE WORLD'S GREATEST NEWSPAPER [ft 
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TRIBUNE LEAD 


IN LINAGE OVER NEXT CHICAGO NEWSPAPER 


——_ 


Total 
Advertising 


General 
Advertising 


Retail 
Advertising 


Dept. Store 
Advertising 


1932 1940 
20°; 73% 
= 


1932 1940 


1932 1940 


23% a2" 


6. 67". 


1932 1940 
8%" 72% 


*Lead of another new 
paper over the Tribune 
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Voice 


Recalls Old Days 


To the Editor: In looking over 
some old pictures the other day of 


a lady who has passed on, I ran 
across a great many advertisements 
similar to the Quaker Oats card 
which is enclosed. 


You will note from the copyright 


that it is from 1890. Thought you 
might be interested in this which 
might have been considered good 


advertising 50 years ago. 
R. E. Fircu, Manager, 
Racine Poster Advertising 
Company, Racine, Wis. 


v v 7 
“Calgary Herald” Puts 
Forth Own Discount Plan 

To the Editor: 
back issues of your publication, I 
came across a news item which 
stated Pacific Coast dailies are going 
to study the worth of volume and 
frequency discounts for general ad- 
vertising. 

I offer several suggestions and a 
plan that might be studied. . . The 
opinion is based upon 12 years of 
extensive analytical study of rate 
cards and systems. 
now in use on The Calgary Herald. 
It has seven years of proven worth 
and is an earned rate discount sys- 
tem that we believe to be a little 
more advanced than the one under 
study. If our plan seems unique at 
a glance it will be found to be most 
logical under analysis. 

Ignoring all other arguments that 
might be advanced, it is obvious 
that the main purpose behind any 
earned rate plan is to encourage 
advertisers to concentrate a greater 
share of their appropriations in 
newspaper advertising. 

It is equally obvious that any rate 
plan proposed by newspapers will 
appeal to the individual advertiser 
only if it takes into 
his needs and requirements. 
earned rate system that does not 
permit the advertiser to use his 
space to the best advantage for his 
own particular needs will partly 
defeat the purpose for which it is 
designed. In purchasing advertising 
in many marketing areas with vary- 
ing conditions and considerations it 
is apparent that flexibility is one 
essential in any contract for adver- 
tising that the advertiser may make. 
With disruption of routine business 
due to war-time changes it is more 
true than ever before. This should 
be considered in planning an earned 
rate system. 

Of most interest to publishers, 
however, is a system that rewards 
the advertiser for greater use of 
newspaper advertising only in pro- 
portion to the greater use of that 
space. Also, it must be a plan that 
is simple in its application; that can 
be applied equally well to all adver- 
tisers; that will not bring discord, 
misunderstanding, abuse or ill-will 
through its operations; that will ful- 
fill the main objective of encour- 
aging more space in the newspapers 
the year round; that will operate 
smoothly during periods of depres- 
sion or prosperity 

Without changing the purposes or 
the principles involved, the volume 
and frequency earned rates system 
under study on the Pacific Coast 
can be streamlined to avoid most of 
the objections. It can be made sim- 
pler, more effective and a more 
constant encouragement to the con- 
centration of advertisers’ appropria- 
tions into newspapers. It can be an 
earned rate system that will stand 
up despite changing conditions: that 
will reward advertisers 
portionately for use of 
offers but one contract advertisers 
may sign... or at the most two; 
that simplifies space-buying and 
bookkeeping; that places all respon- 
sibility upon the advertiser for de- 
termining the rate to be paid, that 
eliminates the rebating and short- 
rating necessity 

To accomplish this it is required 
that newspapers take a slightly dif- 
ferent viewpoint in connection with 
“volume” and “frequency.” Linage 
and expense teccrds of mest papers 
are kept and computed or a nionthly 


Any 


more pro- 


that 


space; 


In catching up on 


The plan is one | 


consideration | 


of the Advertiser 


This department is a reader’s forum. 


OLD-TIMER 


This young lady summons memories of 
long ago, and her costume is as out- 
moded as advertising copy of her day. 
Copy on the reverse of this card de- 
clares that "It should be a crime to give 
children meat three times a day. The 
BEST Oats (Quaker) costs less than the 
poorest beef." 


basis, not on a weekly basis. An 
advertiser who is not in the paper 
during any one month has contrib- 
uted nothing towards the revenue 
necessary to meet that month's 
expenses of the paper. Those who 
do contribute during any month are 
valuable to the paper only in the 
proportions of the spaces they have 
used. The same holds true the fol- 
lowing month and each month suc- 
ceeding. In other words, the manner 
in which the advertiser uses his 
space during the month is not as 
important to the paper as the vol- 
ume that totals on the 
monthly linage statement. If this 
point of view is appreciated, then 
can be appreciated the logic of an 
earned rate system having an earned 
discount which is applied to the ad- 
vertiser’s monthly bill and which 
varies with the volume of his space 
for each month. 

Here is the wording of the con- 
tract, in use on The Calgary Herald, 
which makes use of compensating 
monthly discounts allowed from a 


space 


flat rate: 

“to occupy 616 lines or more each 
month for TWELVE months, for 
which we agree to pay (flat rate 
mentioned here) per line, subject 
to the following earned discounts, 


allowed at the end of each calendar 
month: 
4928 or 
the month 
3696 or 
the month 
2464 or 


more agate lines during 

15% discount. 
more agate lines 

12'.% discount 
more agate lines 
th month—10% discount 

1232 or more agate lines 
the month—5‘; discount 

616 or more agate lines 
the month—2!»2% discount. 

If less than 616 lines during the 
month—no discount.” 

For a broad plan, designed to 
cover many papers, the discounts 
and quotas are subject to any va- 
riations that might seem desirable. 
The fundamental principle would 
remain unchanged. It could be spe- 
cified that an advertiser must not 
use than the minimum space 
of 616 lines per month more than 
three consecutive months under 
penalty of losing discount privileges 
on all advertising for the remainder 
of the contract. The system is sub- 
ject ta guy moditication or expan- 
r provisions that 
not dispense with the monthly 


during 
during 
during 


during 


less 


s1or of 


“il 


theory er 


Letters are welcome. 


|} cause in 


discounts based upon the advertiser 
attaining set quotas of space. This 
system is much more elastic than 
any other earned rate plan we have 
studied and is more fair to both 
advertiser and newspaper alike. 

Here are some of the advantages 
of this system: 

It offers an automatic penalty and 
bonus plan through the operation of 
the monthly discounts that does not 
require short rate collections or re- 
bates. 

It offers encouragement to the ad- 
vertiser to increase his advertising 
from month to month, and rewards 


,him automatically with a higher dis- 


count for the month when he does. 

It makes one type of contract 
ipplicable to all advertisers which 
eliminates arbitration or discussion 
of contracts. The advertiser makes 
his own rate, which is dependent 
upon the actual space he uses. 

It permits the advertiser 


out undue penalty and he knows he 
enjoys the same privileges in earn- 
ing discounts as other advertisers. 
His rate depends entirely upon his 
use of space and not upon contract 
stipulations, therefore, not the con- 


compensating 


|}inated all 


ing earned rates should consider the 
monthly discounts 
which, in our experience, have elim- 
our contract and rate 
problems in the retail field and have 
helped maintain the volume of our 
linage. 
E. DUNCAN WAINES, 

Assistant Advertising Manager, 

The Calgary Herald, 

Alberta. 


Calgary, 


- 2 ow 


‘Aids Defense Theme 


flexi- | 


bility in the use of his space With= | cuit. 


tract he has signed, but rather his | 
own campaign requirements deter- | 


mine how he can use his space to 
best advantage. 

It combines the “frequency” 
“volume” discounts into one 
count on a more logical basis. 

This system will be found upon 
application to give average rates- 
for-the-year to advertisers in better 
proportion to the volumes of their 
space than any other system. (Data 
is available to substantiate this 
statement.) 

When rates are to be adjusted this 
can be accomplished for all adver- 
tisers by altering discounts on the 
one contract form in use. This will 
affect each advertiser upon the ex- 
piration of his current contract. 


and 
dis- 


The contract is flexible enough 
that it cannot be violated through 


cancellations of single ads or parts 
of schedules, because the discount 


is applied monthly on the basis of | 


the space actually used. 
The advertiser is likely to be more 
favorable to a contract that con- 


siders his needs as well as those of | 


the newspapers. 

This system offers earned rates in 
the strictest sense of the words. If 
all newspapers were operating on 
this basis it would become increas- 
ingly difficult for other media to 
“cut in” on national schedules due 
to the automatic rise in costs that 
would confront the advertiser for 
his remaining newspaper space. On 
the other hand, when increasing his 
budget, any money he had to spend 
could be used to greater advantage 
if added to newspaper 
because it would earn a higher dis- 
count on all his newspaper space 
and so lower his cost per line of 
advertising. As a consequence, it 
would encourage him to keep his 
supplementary media expenditure 
at a minimum. 

Newspaper 
under this 
constant 


advertising 
system would be more 
from month to month 
months when all national 
advertisers’ linage was below nor- 
mal so would be the resulting dis- 
counts and the paper would receive 


revenue 


be- 


more revenue per line carried. On 
the other hand, when linage was 
above normal discounts would be 


higher and the average rate-per-line 
would be lower, when the newspa- 
per could better afford the 
rate per line. These are considera- 
tions the business office will appre- 
ciate 

Through use on The Herald we 
have discovered many other advan- 
tages to this system. It is in force 
for all our larger retail advertisers. 
Except for the level of the base rate, 
which for general advertising would 
have to include agency commissions, 
the system is just as adaptable for 
national advertising as for retail. It 
can used for classified-dis- 
play advertising, with slight changes. 

I feel that any paper contemplat- 


lower 


also be 


schedules | 


To the Editor: Attached to this 
letter is a copy of our letter to Ma- 
jor General E. S. Adams of the War 
Department, Washington, and also a 
proof of an ad we ran in the Detroit 
Free Press on Monday, June 23. We 
noticed his letter published on the 
“Voice of the Advertiser” page June 
9 asking cooperation in popularizing 
the “Keep ‘em Flying” theme in na- 
tional defense. 

We thought you would like to 
know that our client, Whaling’s, Inc. 
is to our knowledge the first adver- 
tiser in the Detroit area to adapt the 
War Department’s “Keep ’em Fly- 
ing!”’ slogan. 

It is to be hoped that other adver- 
tisers in this territory will follow | 


Yours very truly, 
Howarp D. STEERE, 
Advertising, Detroit. 


°, F F 


A Hetty Average 


To the Editor: 
rather scarce- 
from this 
enclose a 
officers of 


News has been 
—for ADVERTISING AGE 
part of the map, so I 
roster of newly-elected 
the Advertising Club of 


Denver, and a_e glossy photo of 
Harold E. Benson, new president. 
Please return this photo, for my 


file. 

While I have the opportunity, I 
do want to comment on the high 
value of your week to week news 


and advertising story items. How 
do you do it? (Smile.) Keep up 
the “batting average” and you'll 


have a “permanent” subscriber! 
W. Bruce McLeran, 
Secretary, Advertising Club of 
Denver. 


a 


COOPERATES 


if aes ; 


WHALING S MEN'S whae 


SMART 
CLOTHES 
with the warmth 
Left Out! 


Here are tropicals de- 
signed for men who 
recognize the need for 
@ good appearance in 
warm weather. Styled 
and tailored in the 
Wheeling manner. ..in 
3-button single breast- 
ed or double breasted 
drapes. 


$27.50 to $50 


Enjoy the convemonce of o 


Uncle Sam's pilot-seeking slogan, "Keep 

‘em Flying!" is featured prominently in 

this advertisement of Whaling's, Detroit 
men's wear store. 


Cheap Enough 


To the Editor: 
men are men, and 
damned frank. 

At least that seems to be the case 
of Mr. McGregor. His copy, which 
is enclosed, was clipped from the 
Corpus Christi Times. 

BRUCE JEPSON, 

Art Director, Allen & Reynolds, 

Inc., Omaha, Neb. 


Down in Texas, 
advertisers are 


{Editor’s Note: The McGregor 
Studios offer Red Seal photo fin- 
ishing at 18 cents per roll “for the 
|people who want cheap finishing 
and do not want the better kind 
of work.” Prices of the better work 
aren’t mentioned in the small ad- 


vertisement but the inference 
they’re worth it is clear. ] 


SAN DIEG 


% 


where 277,000 people 
live and buy* — 


30 
50 


It's time 


every 
Imagine the cost of adver- 
tising going down when 
everything else is going up! 
Call our representatives 
today for latest market data. 


ued + 


Represented nationally by 


to Week - day advertisers 


.77%, BONUS 
to Daily & Sunday aduertisers 


Circulation as of May 15, 1941, compared 
to September 30 


was established, produces the above figures 


SAN DIEGO 
able 


bonus for 


% BONUS 


1939, when present rate 
right now to put your schedule in 
buy 


Get ft, om 


where just one 


covers 
30¢ 


every dollar you spend! 


to-buy family 


* 


WEST-HOLLIDAY CO., 


Inc. 


New York * Chicago Detroit Cleveland: St. Louis -Seattle* Portland: San Francisco*los Ang:'@s 


a a Tio <= Ge 


| ke Spe ee Ces ats cs Bad ah ie > iia CO Mee ee ae eee, 
CEpmr  Y Bee bes) cee Me ' -y Bilt . : vee ee Ae a te Bee) me ce gt ei < ee oe ; th age ki —t i, g “ a f rare : - wa + ee ea 
3 ra 3 ; ong o Ses = ; 2 ee os on By ‘ 3 . . . . . ’ i wl 
18 ee | 
ee 
Bia ait , 
‘al | P| 
| SS : eee a oe 
se a eM ~\ 
% _ . “el ye 
: aie z 3 fn ¥, v4 “a 
ies —— 2 yy. f 
- yj i — Just i>. a 
EE 4 i | Ving 
a | a st + i 3 - 
ts Rar om i ‘ 
z Re TS : — 
m aby a? a b : ! 
i 4° A) 3 |] - oe 1 
2 al P |e a rae Whaling Chorge Ac coun! r z + 
, ,° - ) 3 ~f x : : ; H 5 i 
ba. q a ‘ 4 % >" pe iy 403 Ww * : di 
| a b: aay" re oA a ¢ HX - wer pe? ; Dé 
ae Seale Tn 
ot ay ‘~ t, pt 
a es 4 ne 
: . ll 
Bn rl ae ‘ % ‘ 
“7 r ae a J Fo! —_—_—_—. ee eee pe 
ag rt : a : 
mi 
* It 
* al 
% a : 
3 a 
a E 
a —_—_—_———"S..s sn kn pr 
. . 
’ el 
: tl 
. : 
ad 2 
; Re di 
. epee 
a ' 
a - | | P 
7 ™~ | i] 
a a : | ti 
re 7 _ 7 
Joe Ss : st 
PY: m UNIO “She 7 a 
: MIL ong is hy ) 
7 ve / . , / Zl : 
= . | Y ' 7s ut o¥ - cl 
is na, AS pi 
% — | 
ae . “ie 
| ee —____ 
i 
FS ty Pe 
4 “City z © P -" ch her ; 
q F ( erce estimate a ; ‘ 194) 
4 I, 1:0 Ni 
| sag HEAD HE TRIBUNE -< 
: e. ee a 
_ = 
: : ° «6 Sons eee «* ee os . 
7 = *-*. . . 
“= , a ¢ q “ ; —_ . . ~ *» ; re e 3 a . Sf 
ae sop ia: 4: Pe a ; a aera Ae Te are | ee ea ee Oe he ax Meet 8 4. Ce: Rh Bea Ue oy Ne 2, Se oo aoe 2S 
: ' ; on i = 3 is ee fe - a i : ns ‘ z r Vek - yi Saya. : ve 2h 1 4 si ae , os > bis F vey ie rere tS = me af ig es Fa x zi ‘i ee : 4 iv x ie 3 ie ee q 2 Cae or a , nS : be ep oe i pew Ties : “4 - ° 7 3 
sa ae Oe SS a ee ee a? sR CRs Can eas ORM LY aay Ce ee Reta ie Gon ral aay oa oa WY Dee egies te ae : UR SR de a Ce es he an aed aap “She 
ee bea: Ce ee Ph ate OR 4 5 Meabck il ea tk oes Gone Seek eS allel Tl ae oN ie Ge) So) ts Zz (PF ope. 7 aie 


July 7, 1941 


ADVERTISING 


AGE 


CER RG Ss 
ae " : tas 


19 


Point of Purchase 
Displays Gain in 
Value, Eller Says 


Tells PACA Advertisers 
Hold Responsibility for 
Effectiveness 


Santa Barbara, Cal., July 2.—The 
ugly duckling” of advertising, point 
f purchase displays, is becoming 
1ore important every day in the 
lanning of advertising campaigns, 
tussell Z. Eller, advertising director 
ff the California Fruit Growers 
Exchange, told the Pacific Adver- 
tising Clubs Association here today. 

Speaking at the merchandising 
ind displays session, Mr. Eller said: 
‘I don’t know that point of pur- 
‘hase advertising was ever an ‘ugly 
juckling,’ but while the other me- 
jiums of advertising have been 
partaking of the life-giving space 
and time nourishment, the runt has 
literally brought up the rear.” He 
pointed out that while it has been 
neglected for years, it is perhaps 
the most important of all, for it 
reaches the customer in the most 
susceptible mood. Its nearest com- 
petitor is the newspaper, with its 
extreme flexibility and adaptability 
to price information, he said. 

“However,” stated Mr. Eller, 
“point of purchase is challenged by 
no medium and it challenges none. 
It simply completes the joining of 
all hands in the final act of the 
selling scene.” 


Wrong Emphasis 


In reviewing the case of Sunkist 
advertising, which he directs, Mr. 
Eller expressed belief that most 
point of purchase advertising was 
guilty in years past of placing great 
emphasis upon beauty and decora- 
tive value and too little upon selling 
appeal, or it was not properly devel- 
oped. There was too much empha- 
sis placed on the need to catch the 
dealer’s fancy to get his cooperation 
in placing the display. 

“Now it is designed to sell adver- 
tised products by attracting the 
prospective buyer through colorful 
illustrations which are appetizing 
in the instances of foods, or sugges- 
tive of beauty of style in the in- 
stance of apparel and cosmetics.” 

Mr. Eller warned delegates 
against over-selling at this critical 
point of final sales. He said that 
straightforward, realistic selling 
copy seems to fit this medium best. 
Another important point, he de- 
clared, is timely coordination of 
promotions. Playing an important 
role in the proper use of display 
naterial is expert. distribution. 
Careless and inefficient distribution 
has mitigated against dealer accept- 
ince of all point of purchase sales 

aterial, he said. 


Responsibility for getting the 


HREVEPORT 
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Listening Families 


PACA GUESTS AT FIESTA PARTY 


. ey 
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Among convention-goers who turned out for the PACA convention Fiesta party 
at the Restaurante Del Paseo, Santa Barbara, Cal., were (left to right) Carl 


Oliger, McCann-Erickson, San Francisco; 


Mrs. Oliger; Lawrence Lane, publisher 


of Sunset Magazine; Mrs. Lane; and Morton Bailey, Pacific Coast representative 
of Curtis Publishing Company. 


greatest benefit from displays be- 
longs with the advertiser, Mr. Eller 
said. Since retail dealers are in the 
business of selling, it is reasonable 
to believe they will accept any 
assistance they consider to be bene- 
ficial to them. 

To accomplish this he suggested 
well planned portfolios and business 
paper advertising to prevent the 
finest material landing in the back 
room, merely because its purpose 
and value had not been fully ex- 
plained. Further assistance should 
be obtained from wholesalers and 
brokers in selling the retail dealers 
on the sales benefits to be derived 

“Design of material is also vital 
A working knowledge of conditions 
in retail stores is just as necessary 
as in the case of other media. A 
retailer wants the entire’ plan 
clearly worked out—a plan of use 
to accompany the material is good 
insurance.” 


Full Aid Given 


Illustrating his point, he recalled 
that 15,000 special Sunkist Christ- 
mas displays were actually installed 
in a 10-day period. To accomplish 
this and to eliminate waste, retail 
dealers were first advised that a 
special Christmas display would be 
available. Stipulations were specific 
as to the minimum amount of fruit 
to be displayed and diagramatic 
instructions showed how to install 
the display. Without this plan and 
clearly explained conditions of use, 
it would have been just another 
broadcast of material, according to 


Mr. Eller. 
In pointing out that more and 
more advertising campaigns now 


begin at point of purchase, he said 
that advertising can be more con- 
vincing when approached strictly 
from the consumer’s point of view. 
And that point of view is most 
active when it’s designed to reach 
the consumer when “she’s dipping 
into her purse.” 


To Use New Direct 


Mail Process 

Three Chicago firms, Acme Cor- 
poration, Buckley, Dement & Co., 
and von Weller Packard Company, 
have been licensed to produce and 
use a new type of form letter in 
the Midwest. The new letter, it is 
claimed, cannot be_ distinguished 


from a hand-typed personal letter. 

Called “Typesimile,” the new 
letters are said to be somewhat 
more expensive than the regular 


commercial form letter, but cheaper 


than electrically-typed letters; fur- 
ther, the new letter can travel 
third-class, whereas hand or elec- 
trically-typed letters can go only 


first-class. 


Bishop Succeeds Launch 
George R. Bishop, for the last 
three years director of research for 
Anfenger Advertising Agency, Inc., 
St. Louis, has been named space 
buyer, succeeding M. O. Launch, 
who resigned to become advertising 


manager of Majestic Mfg. Com- 
pany, St. Louis. 
Donaghy to B-S-H 

Burton E. Donaghy has joined 


Blackett - Sample - Hummert, New 
York, as account executive. He was 
formerly a member of the research 
department of Ross Federal Re- 
search Corporation, New York 


New Cover for “Click” 


Click will have a new cover de- 


sign beginning with its August is-| 


sue. It was designed by J. Walter 
Flynn, art director, and is based 
on a recent survey showing reader 
preference for color photograph 
covers. 


National Roto 
Linage Still 
in Decline 


New York, July 2.—While local 
rotogravure advertising continues 
its gradual climb the national lin- 
age persists in a decline which in 
May represented a decvease of 276,- 
590 lines or 37.8 per cent from the 
731,752 lines for the month in 1940 
to the 455,162 lines for 1941. Local 
linage increased 37,084 lines or 9.8 
per cent from the 376,969 lines for 
May, 1940, compared with the same 
month this year. 

Total roto linage for the month 
declined 239,506 lines or 21.6 per 
feent from the 1,108,721 
May, 1940, to 869,215 lines for the 
month this year, according to rec- 
ords supplied by the Kimberly- 
Clark Corporation. 

Of the total linage for May, 1941, 
monotone represented 740,900 lines 
while color was used in 128,315 
lines. 


Poisal Advanced 

George Poisal, Jr., for the past 
year assistant to the vice-president, 
has been named sales promotion 
manager of C. D. Kenny Company, 


Baltimore coffee, tea and groceries 


distributor. 


lines for | 


Erwin, Wasey & Co. 


of the South Organized 

Erwin, Wasey & Co., New York, 
has incorporated its Southern divi- 
sion, to be known as Erwin, Wasey 
& Co. of the South, with offices in 
Houston and Oklahoma City. 

Officers of the new corporation 
are: president, Louis R. Wasey, New 
York: executive vice-president, 
Howard D. Williams, New York; 
vice-president, Lorry R. Northrup, 
Chicago; vice-president, secretary- 
treasurer and manager, Harold Hal- 
sell, Houston; vice-president, Joe W. 
Edwards, Houston; and vice-presi- 
dent, Warren A. Humphrey, Okla- 
homa City. 


Pushes Travel Stamps 

The Missouri State Chamber of 
Commerce has issued 30,000 sheets 
of four color travel stamps depict- 
ing various points’ of _ interest 


throughout the state. The object 
jis to promote tourist travel in the 
|state, and the sheets are being 
issued to local chambers of com- 
merce for resale 
Denver’s 
Original 
All-Night 
Station 
REPRESENTED BY BLAIR 
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lowest cost major 


UP to 130*, bank 


* 1935 — 100 


tile and other plants is bringing 
many workers and their families to 
Troy and is giving New York State's 


population, 115,264) lots more 
things to talk about— 
Payrolls UP to 199*, retail sales 


158*, telephone installations UP 
nearly 50°/, over last year. 


$61,149,000 


dailies, with 
market (1940 


debits UP to 


J. A. Viger, 


ore Ihings to I alk About 


Defense work in the United States 


Arsenal, precision instrument, tex- 


The 201,000 consumers in the 


Troy territory annually spend over 


for retail purchases. 


The Record Newspapers, sole Troy 


circulation UP to an 


all-time peak of 38,240 copies daily, 
will take your sales message to them 
for only 12c per line. 


THE TROY RECORD 
THE TIMES RECORD 
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as Buffalo P 


City Plans Permaneni 
Industrial Expansion as 
Result of Boom 


By GEORGE E. TOLES 


Buffalo, N. Y., July 3.—Something 
of great significance is happening in| 
industrial Buffalo. This great center | 
of diversified industry is riding the} 
crest of the defense boom like other | 
large manufacturing centers. But | 
that isn’t all. Simultaneously, in- | 
dustrial Buffalo is finally “coming | 
of age.” 

Students of industry in the! 
Niagara Frontier, who for years | 
have waited for Buffalo to pass from | 
a quietly progressive industrial | 
center to a robust, plunging indus- | 
trial giant that bursts its boundaries | 
with every heave of its mighty) 
lungs, see in this defense expansion | 
the long awaited impetus. 

Many at first thought the indus- 
trial boom was transitory— another | 
hey-day that would fade with the 
end of the war. But not so now. | 
Industrial leaders here are thor- 
oughly sold on the permanency of 
this development and, without 
egotism, they predict that Buffalo 
will be one of America’s truly great 
industrial cities of tomorrow. 

Some Pretty Statistics 

Take a look at the facts. It might 
be well to examine first some statis- 
tics which tell in clear-cut fashion 
the story of business improvement. 

Adding 2,954 workers during May, 
a selected group of 125 Buffalo 
factories boosted employment to the 
highest level since October, 1920, 
according to Chamber of Commerce 
figures. Payrolls in these plants 
during the month of May rose to 
the highest point in the history of 


the 27-year records kept by the 
chamber. 
During May these plants em- 


Steel and Aircraft in Van 


ushes Defense 


DEFENSE BOOM QUICKENS BUFFALO PACE 


This aerial view shows the industrial giant that is Buffalo, whose teeming defense 
activity is reflected throughout the city and the communities beyond its imme- 
diate boundaries. 


ployed 73,283 workers on an aver- | 


age weekly payroll of $2,603,042. 
This compares with 70,329 workers 
on a payroll of $2,430,478 in April 
and 49,705 workers on a payroll of 
$1,498,492 in the same month a 
year ago. 

The sharp improvement over a 
year ago is clearly illustrated by 
the following table which shows 
the percentage increase of principal 
business indexes in May over May, 
1940: 


Pet. 

Gain 
Bank Debits . 21.6 
Bank Clearings . 23.9 
Building Permits 24.6 
Post Office Receipts. aoe 
Factory Employment 47.5 


In the United States: 


It’s True What They 
Say About 


BUFFALO 


and 


It’s equally true that 
this newspaper ts 77d/5- 
pensable to manu- 
facturers desirous of 
maximum sales in this 
rich market. 


WwW 


Buffalo Courier-Express 


7th Paper in Women's Wear. 
4th Paper in Men’s Wear. 


Factory Payrolls 


New Car Registrations 43.3 
Steel Production 50.0 
Electric Power Sales. 23.1 
Railroad Tonnage Inbound 63.4 


Railroad Tonnage Outbound.. 26.4 
Railway Express Shipments... 12.7 
Railway Exp. Air Shipments. 32.7 

Other significant indexes show 
that building permits in Buffalo 


mounted 168 per cent in April over | 


the corresponding month a year ago, 
retail sales were up 33.7 per cent 
and home relief cases dropped 42.2 
per cent. 

Consumer Buying Wave On 

This tremendous’ business’ im- 
provement, which has been in proc- 
for many months, has _ first 
resulted in a sharp increase in con- 
sumer purchasing power. The Buf- 
falo Chamber of Commerce esti- 
mates that Buffalo factory workers’ 
real income is now 6 per cent 
higher than at the 1937 peak, 9 per 
cent higher than at the 1929 peak 
and 33 per cent higher than the 1920 
peak in 125 selected Buffalo plants. 

The best test of income is its pur- 
chasing power. When earnings are 
adjusted for the cost of living, the 
index of earnings in Buffalo at 121 
in April set against its cost of living 
index of 104 shows a real wage of 
116 or a real dollar of 116 cents for 
workers in Buffalo factories. 

The average weekly pay of Buf- 
falo factory workers in April was 
at the highest level of any previous 
period. It was $34.56, the nearest 
to this figure being $34.19 in Sep- 
tember, 1920. The average wage in 
the 1935-1939 period of 60 months 
in Buffalo was $28.50. The aver- 
age cost of living in the same period 
was $24.84. These have now in- 
creased in April, 1941, to $34.56 and 
$25.85 respectively. 


ess 


Can't Supply Demand 


Advertising activity has picked 
up substantially here during 1941, a 
survey of principal media revealed. 
Total linage placed in the Buffalo 
Evening News and _ the 
Courier-Express during the first 
five months of 1941 mounted to 10,- 
470,504 compared with 9,866,721 in 
the corresponding period a year ago. 
This gain of more than 600,000 lines 
was recorded despite the fact that 
1940 was an excellent advertising 
year here. The gains in newspaper 
advertising are well distributed 
over all classes. 


Radio advertising is swinging 
sharply upward. As of the second 


week in June, sales for the year to 
date of the Buffalo Broadcasting 
Corporation are about 50 per cent 
ahead of the corresponding period 
a year ago. Local radio advertising 
is up about 10 per cent and national 
spot business has climbed from 25 
to 35 per cent. Network advertis- 
ing also is up substantially. 


Buffalo 


Gains also were reported by other 
radio stations and outdoor adver- 
tising systems. 

| For conclusive proof of expanding 
/purchasing power, all you have to 
do is walk down Buffalo’s Main 
|Street on a Saturday afternoon—or 
any afternoon, for that matter. Talk 
‘about Christmas shopping crowds! 
Why, the traffic is so heavy it makes 
ithe Yuletide crowd look like a/)} 
/corporal’s guard. 

One large department store ex-| 
|/ecutive reported that business on a 
'recent Saturday here ran far beyond 


a 


men at work in its Buffalo plant 
and has already started operations 
‘at its new Niagara Falls assembly 
plant where several thousand more 
/will find employment. Both Curtiss 
and Bell have many millions of gov- 
ernment contracts and additiona] 
orders come in much faster than 
|they can be handled. 

Latest reports here now are that 
the new Bell plant at Niagara Fal) 
may be further expanded and addi- 
tions made to the new Curtiss plan: 
‘at the airport so these two con 
'panies may assist in the productio 


'the heaviest day recorded during | of bomber parts for Boeing under 


‘the Christmas shopping season. And 


on six days a week. It’s not spas- 
modic. 

Business establishments through- 
‘out the city are finding difficulty 
securing sufficient stocks of mer- 
chandise to cope with demand. Res- 
taurants, theaters, night clubs and 
other places of entertainment are 
crowded all the time. Buffalonians 
‘are really spending their increased 
earnings. The city is flooded with 
new automobiles. 


Third of a Billion 


Naturally, the Buffalo indus- 
trial machine is making all this pos- 
sible. Buffalo’s share of national 
defense money has now reached a 
figure of $335,000,000 and it’s still 
going up by leaps and bounds. This 
includes the value of manufactured 
| products and the amount of money 


ery. So far as defense articles are 
concerned, the greater part of the 
i/volume of production is still to be 


invested in new plants and machin- | 


|new government order. Indication 


this tremendous buying surge goes|are that the aircraft industry soo 


will be the most important employe 
of labor in Buffalo’s history. 


Aids Other Industries 


The booming aircraft industry 
‘here has given many other manu- 
| facturing lines a shot in the arm 
/'Numerous small plants in this dis- 
| trict which contribute either directly 
or indirectly to aircraft productio: 
find they are booked months ahead 
on defense work. 

But defense orders also have 
filtered through into a wide variety 
of other manufacturing lines.. Buf- 
|falo always has been noted for its 
diversity. of industry and today 
iscores of types of manufacturers 
find the volume of defense business 
growing constantly larger on their 
books. 

The big American Car & Foundry 
plant here, closed since World War I 
days, has been reopened to produce 
shells for the British. It is em- 
ploying several thousand men. 


BUFFALO SHIPPING HITTING RECORD PEAK 


A view of the Buffalo harbor, which is 
season which all indications show will close with the largest volume of shipping 
in history. 


currently enjoying its busiest season—a 


looked for in the future as the na- 
tional defense program is just get- 
ting into stride here, with the steel 
and aircraft industries in the van 
of defense activities, 

Steel operations in Buffalo mills 
have been at technical capacity 
since the first of the year turning 
out thousands upon thousands of 
tons of metal for national defense 
and civilian needs. The Bethlehem, 
Republic and Wickwire Spencer 
plants together are employing more 
than 15,000 men in the greatest out- 
put of metal the city has ever seen. 
Steel mills have added substantially 
to capacity here in recent years and 
current output is running far ahead 
of that of World War I. 


Airplane Factories Bursting Out 


Buffalo has become one of the 
nation’s leading producers of mili- 
tary aircraft with its huge Curtiss 
Airplane and Bell Aircraft plants 
Curtiss at this time is employing 
more than 10,000 men in its Buffalo 
plant and with its new $18,000,000 
plant nearing completion at Buffalo 
Airport it will be adding thousands 
more in coming months. 

Bell Aircraft has more than 5,000 


Spencer Lens recently completed a 
huge plant in Cheektowaga, on Buf- 
falo’s outskirts, and is pushing pro- 
duction of range finders and other 
military implements to capacity 
levels. This is rapidly developing 
into one of the city’s largest indus- 
tries and rumors of further expan- 
sion of the company’s production 
facilities are current here. 


New Industry Launched 


A brand new war industry here is 
the Buffalo Arms Corporation, sub- 
sidiary of Houdaille - Hershey. In 
90 days, this new firm built one o! 
the largest defense plants in th 
section of the country which soo! 
will give employment to more than 
3,500 men in the production of w: 
materials, reportedly machine gu 
Two ten-hour shifts will be e 
ployed in the huge factory which 
sprawls over many acres, and fur- 
ther expansion of the plant’s ope 
ating facilities is already being d 
cussed. 

Big industries like Worthington 
Pump & Machinery Corporation, J 
H. Williams & Co., Buffalo Foundry 
& Machine, Dunlop Tire & Rubb: 
American Brass, Buffalo Bolt and 


To reach the second largest POLISH market in the 


United States—the Western New York area 


-consult 


POLISH BROADCASTING BUREAU 


754 Fillmore Ave., Buffalo, N. Y. 


Jos. F 


Mikolajczak (Pronounce Mee 


-o-why-chalk), Director 


POLISH VARIETIES PROGRAMS-—Station WHLD— 1000 Watts 


Reaching over 300,000 Polish listeners in Buffalo and surrounding area. 
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AN IMPORTANT ELEMENT IN BUFFALO BOOM 


a ei te 
Trier, ae 


Huge grain elevators and mills such as this are contributing a large share of the 


defense boom which Buffalo is enjoying. 


The flour mills are busy on orders 


for Britain as well as for the United States. 


Harrison Radiator in Lockport, 
N. Y., are working at capacity levels 
on huge defense contracts with em- 
ployment and payrolls at all-time 
peaks. 

Of great significance in the cur- 
rent business boom in Buffalo, apart 
from manufacturing activity, is the 
tremendous spurt in transportation, 
one of Buffalo’s key activities. Since 
the opening of the navigation season 
on the Great Lakes vessels have 
been pouring into Buffalo’s harbor 
in an almost endless stream. 


Big Grain Center 


Buffalo has become one of the 
nation’s most important grain stor- 
age centers and Uncle Sam is hoard- 
ing millions of bushels of wheat, 
corn and other grains in the great 
concrete elevators that dot the city’s 
waterfront. Buffalo’s great milling 
industry is working night and day, 
feeding millions in this country and 
shipping thousands of barrels of 
flour across the perilous Atlantic to 
fighting Britain. 

It looks like one of the greatest 
navigation years in the city’s his- 
tory. Iron ore is coming down the 
lakes as fast as it can be mined, 
feeding 40 open hearth furnaces after 
it has been converted into pig iron. 
Coal is moving into port in great 
volume to keep the huge defense 
machinery rolling. Practically every 
boat that can float is out on the 
lakes this year and the demand for 
bottoms is tremendous. 

Ordinarily, there is a summer lull 
in navigation after the spring rush. 
But this year operators expect peak 
shipments right through the season 
with a tremendous rush of materials 
in the fall as the navigation period 
nears a close. Boats are bringing 
new automobiles to Buffalo by the 
thousand for distribution through- 
out the East. 


Shipping Hits Peak 


With the great industrial boom 
also has come a rapid upsurge in 
railroad traffic. As the nation’s sec- 
ond largest railroad center, served 
by thirteen different trunk lines, 
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Represented Nationally by The Branham Co. 
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Buffalo is shipping, receiving and 
trans-shipping thousands of car- 
loads of materials every week, many 
going directly into defense _ use. 
Thousands of furloughed railroad 
workers have been recalled and rail- 
road repair shops in this area are 
busier than they have been in years. 

Buffalo is growing, too. Not so 
much within its city limits but out 
into the suburbs where new homes 
are springing up like weeds. There 
has been a great influx of defense 
workers from nearby areas and| 
other cities since the first of the | 
year. But these folks are not fol- 
lowing the gypsy life. No trailer 
camps or squatters’ shacks for them. 
They are building good, permanent 
American homes of which they can 
be proud and this gives the defense 
boom a healthy aspect from the 
standpoint of citizenship and mu- 
nicipality. 


Home Construction Up 


Construction of new homes in 
Buffalo and nine suburbs imme- 
diately adjoining had a value in the 
first four months of this year of 
$2,228,657, an increase of 71.1 per 
cent over the $1,302,065 of last year. 
The number of families provided for 
by this new construction was 600 
so far in 1941 compared with 296 a 
year ago. In addition, there is a 
large volume of conversion of exist- 
ing dwellings in the city into more 
modern and larger living quarters. 

The relief problem is rapidly 
being solved here. Home relief in 
Buffalo and Erie County during 
April was given to 13,387 families, 
a decrease of 42.2 per cent from a 
year ago when the number was 
23,122. The employment of many 
of these families in defense work 
accounted for a major portion of the 
sharp decline in the relief load. 
WPA workers here have decreased 
from 6,206 in the first week of May 
last year to 3,028 in the second week 
of May this year, a drop of 51.3 per 
cent. Many of these workers also 
have been absorbed in defense in- 
dustries. 


Labor Shortage a Problem 


One of the chief problems facing 
Buffalo’s defense industries these 
days is a shortage of skilled labo: 
To help combat this difficulty, the 
Buffalo Board of Education, in co- 
operation with national defense 
headquarters, has set up a voca- 
tional training program which is 
being looked upon as a model for 
the rest of the country. 

Already, Buffalo’s vocational 
training schools have trained and 
turned over to industry more than 
5,500 men who are qualified to put 
their shoulders to the defense wheel 
in a skilled manner. Industry is de- 
pending more and more on this 
source of skilled labor and there is 
close cooperation between company 
officials and the defense training 
program on this problem 

In fact, industry has gone so far 
as to release 156 of its key men to 
serve as instructors in the defense 
training courses. These classes are 
conducted in the vocational schools 
all night long and special sessions 
are held in the afternoon and eve- 
ning when men already in industry 
come in for “upgrading” instruction 


to improve their knowledge and 
technique. 


Many Plants Built 


Buffalo plants engaged in defense 
work have received loans from the 
Reconstruction Finance Corporation 
of $72,249,449, and have erected 
new buildings and are providing 
new machinery and other equip- 
ment on which they have thus far 
secured certificates of convenience 
from the government amounting to 
more than $13,000,000. This means 
that much money has been spent by 
private interests without govern- 
ment aid. 


To Pettingell & Fenton 


Wolsey, Ltd., manufacturer of 
men’s knitwear in England, and 
Spinnerin Yarn Company, Switz- 
erland, have appointed Pettingell & 
Fenton, Inc., New York, to handle 
advertising and merchandising. 
Promotion by Wolsey, Ltd., will be 
handled through its American rep- 
resentative, Clinton Smullyan Asso- 
clates. 


“McCall's” Adds 


William Cunningham, formerly 
on the staff of True Story, New 
York, has joined the eastern adver- 
tising staff of McCall's, New York. 
He was previously with Elks Maga- 
zine, Chicago, and Collier’s, Chi- 
cago. 


Promotion 
Review 


An attractive mailing piece simu- 
lating a huge book has just gone 
out to advertisers and agencies 
from KGO and KPO, San Fran- 
cisco NBC Red and Blue outlets, 
plugging the stations’ second con- 
secutive Billboard award for ex- 
ploitation. Filled with pictures, 
newspaper clippings and other 
“evidence,” the booklet is an excep- 
tionally effective presentation of the 
stations’ story, as far as exploita- 
tion ability is concerned. 


We've just seen our first can of 
“Air Sparagus,” a unique product 
exceptionally easy to can, which 
nevertheless has probably never 
been canned before. The canner is 
WWNC, Asheville, and as you have 
already guessed, the can contains 
“a run-of-mountain sample of our 
top, cool, high air—the extra mil- 
lionAir—so called because yearly 
an extra million visitors come to 
sniff our air and see our scenery. 
This super-choice ozone is. thor- 
oughly permeated around western 
North Carolina by that Colossus of 
the Clouds, that original wave 


length waver, that veritable moun- 
tain mover—WWNC.” Other panels 
on the can label contain equally 
interesting descriptions of the prod- 
uct, its uses, advantages, etc. 


‘Club Elects Wilson 


The Export Managers Club of 
New York has elected J. T. Wilson, 
International Business Machines 
Corporation, president. Other offi- 
cers elected are H. P. Martin, Ache- 
son Graphite Company, first vice- 
president; C. S. Snider, American 
Hard Rubber Company, second 
vice - president; Oren O. Gallup, 
Faultless Caster Corporation, secre- 
tary for his 18th consecutive term: 
and E. P. Engelke, Royal Petroleum 
Company, treasurer. 


Campbell Wood, who _ joined 
Nash-Kelvinator Corporation 
shortly after the first World War, 
has been named manager of the 
new Nash-Kelvinator airplane pro- 
peller division, now being estab- 
lished in Lansing, Mich. 


PHOTOS 2:05¢ 


In lots of 100 or more 


¢ eetual photos in your catalogs, portfolios, direct 
matl Send phote or negative We do the rest 
{Quotation upplied for any size Same low prices 


Photo post cards t'o¢ in lots of 1000 
Window Displays Enlargements — Transparencies 
Commercial Photo, 416 W. 45th St., WN. ¥.C. 


PRINTING... 
By Men Who Know How 


A major selling point for work produced by Printing 
Products Corporation that cannot be over-emphasized is 


the careful supervision each order receives. 


Be it a cat- 


alog, publication, broadside, booklet, folder or other pro- 
motional piece, from the very first step to the last, each is 
handled by men with years of experience in the highest 
quality standards This experience of “knowing how” is 
one of the reasons why work done by this organization 
stands for the best that can be produced # When you buy 
printing we are prepared to relieve you of much respon- 
sibility. Our services when needed, aside from the actual 
production of printing, include planning, copy writing, art, 
photography, typesetting, engraving and electrotyping ¢ 
Through our spirit of co-operation you will find us of value 
But, of course, our real ability to weld with the efforts of 
your organization can never be known by you until test 
tells the story. Printing Products Corporation is at your 
service, and estimates on work now planned or for future 
consideration will be gladly given without obligation. 


PRINTING PRODUCTS CORPORATION 


Polk at La Salle Street 


Chicago - - Illinois 
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Vanilla Ice Cream 
Is the Favorite 
Vanilla 


accounts for 51.26 per 
cent of all ice cream flavors, says 
The Ice Cream Review, according 
to a survey by the National Dairy 
Council. Chocolate ranks second 
with 16.38 per cent, and strawberry 
third with 7.95 per cent. Percent- 
ages of other top flavors are as 
follows: butter pecan, 3.67 per cent; 
peach, 1.46 per cent; maple, 1.07 per 
cent; cherry, 1.01 per cent; pine- 
apple, .91 per cent; coffee, .62 per 
cent; raspberry, .54 per cent; lemon 
custard, .32 per cent; burnt almond, 
.17 per cent; pecan krunch, .16 per 
cent; and caramel, .14 per cent. 


Test Flying Is 
Different Today 

Development during the last five 
to seven years of the high-perform- 
ance airplane with speeds topping 
the 400 mph. mark has required an 
entirely new technique in_ test 
flight work, Brian Sparks, chief test 
pilot and head of flight research, 
Bell Aircraft Corporation, builder 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


RALPH O. McGRAW. 


|“tried out” a new car. 


of the Airacobra fighter, points out 
in “Test Flying a Ball of Fire,” in 
July Aviation. Formerly, he says, 
the process of testing a new ship 
was similar in many respects to the 
technique used by a_ prospective 
purchaser of an automobile who 
If the plane 
flew reasonably well, the pilot said 
so. If not, he sought to describe 
the reasons, but such information 
was little more illuminating than “it 
rides nice.” Due to differences in 
personal standards of requirements, | 
reports of several test pilots often 
hopelessly confused the situation. 
This condition has, however, been 
greatly clarified by a better under- 
standing between the test pilot and 
the engineer of what each is talking 
about when referring to character- 
istics of a plane. Out of this has 
grown a new name, test engineer, 
for the test pilot. 

Flight testing is classified by Mr. 
Sparks in three principal sections: 
performance, flight characteristics, 


and the catchall, miscellaneous. 
Technically these might be de-| 
scribed as motion with respect to 


space axes, motion with respect to 
wind axes, and mechanical tests. 
Performance is concerned with 
what the airplane actually will do 
in “covering” space. Flight char- 
acteristics involve determination of 
longitudinal, lateral, and directional 
stability, control forces for various 
conditions of flight. In the mis- 
cellaneous group will be found the 
less vital tests including instrument 


functioning, lighting, heating and 
ventilating installations, cockpit 
control arrangements, and _ other 


matters. 

One of the most important prob- 
lems encountered in testing the new 
high speed planes was the physical 
discomfort suffered by 
their high speed climbs, similar to 
the deep sea diver’s enemy, “the 
bends.” When the 


denly reduced, bubbles of nitrogen 
gas form in the blood and interfere 
with normal circulation. It has been 
found, however, that where a test 
program continues over a consider- 
able period of time, the pilot under- 
goes a certain amount of physical 
adjustment which helps somewhat 
to condition him to the ordeal. 
Furthermore, recent medical re- 
search has shown that breathing 
pure oxygen aids materially in de- 
veloping resistance to bends by re- 
ducing the average nitrogen content 
of the blood. 
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tion. 


telegraph. 
calls. 


tional items. 


telegraph. 


1. Acknowledging first orders. 
2. Telegraphing for credit informa- 


3. Expediting shipments. 

4. Acknowledging complaints. 
5. Price and style changes. 

6. Announcing new enterprises. 
7. Aids on meeting competition. 
8. Paving the way for salesmen. 
9. Invitation to buyers. 


10. Reviving inactive accounts by 
11. Use telegraph between salesmen’s 
12. Encouraging purchase of addi- 


13. Use of overprinted blanks. 
14. Supplementing advertising by 


15. Encouraging salesman. 


men. 


tested ways to use 
business telegrams 


16. Instructions to branches and saies- 


17. Stimulating sales campaigns. 


orders. 


18. Special sales. 

19. Daily sales reports. 

20. Quoting prices by telegraph. 
21. Salesmen’s orders by telegraph. 
22. Answering inquiries. 

23. Tracing orders or shipments. 


24. Telegraphing shipping dates of 


25. Daily production reports. 


letters. 
27. Accepting 


26. Requesting replies to unanswered 


offers. 


28. Requesting prices. 
29. Replenishing stocks. 


30. Remittances to salesmen. 


31. Collection 


of accounts. 
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This chart, part of McCall's continuing study of the qualitative aspect of maga- 


zine reading, depicts the varying influences of marital status on the 10 principal 


magazine reading interests of women. 


Married women, for example, show the 


greatest interest in food, home decoration, home management, gardening and 


child care; while single women lean to 


fiction, style and beauty and pictures. 


| “American Home” Pushes 
‘Up Closing Dates 


The American Home has cut its 
closing date on black-and-white 
|}advertising to six weeks before 
date of publication. Closing date 
| for full page and half-page four- 
| color plates is the first of the sec- 
ond month preceding publication, 


or about seven and one-half weeks | 


before publication date. 
| Effective with the 
|}issue, the magazine will accept 
half-page, four-color space at the 
rate of $4,500 per insertion. 


_KGBX to NBC 


September 


Station KGBX, Springfield, Mo., | 


will become a basic supplementary 
/outlet to both the Red and Blue 
networks of the National Broad- 
casting Company July 15. KGBX 
jis now individually available as a 
| supplementary outlet with the Red 
}and Blue Southwestern groups. 


Joins Essig Company 

| Edward R. Halperin, former mo- 
| tion picture producer and one-time 
financial editor of the News-Index, 
| Evanston, Ill., has joined the Essig 
| Company, Los Angeles. 


Leaves WMRC 


| Dan Crosland, manager of Station 
|'WMRC, Greenville, S. C., has 
resigned to become manager of a 
new 250-watt station in Green- 
wood, S. C. Thad E. Horton has 
been appointed assistant manager 
of WMRC and will be in charge 
until a successor to Mr. Crosland 
is named. 


Dodge Advances Miller 


Allison Miller has been named 
assistant sales manager of the 
Dodge Brothers Corporation truck 


division. He was formerly Phila- 
delphia regional manager for 
Dodge. 


GENUINE PHOTOGRAPHS 


Do a better selling job and do it cheaper for smal) 
mailings 


Size 500 prints 1000 prints 
ix4 $9.50 $15.00 
ix 12.50 20 00 
Post Cards 10.00 17.5 
x7 18.00 320.00 
Photo Business Card 00 12.00 
Photo Xmas Cards 20.00 30.00 


Made from either print or negative Free sample 


-KEHRES PHOTO SERVICE 


| 2110 Lee Road Cleveland, Ohio 


BALTIMORE INSTITUTIONS: 


BALTIMORE & OHIO 


Pioneer railroad 
of the United States 


Pioneers! 
broadcasting became a reality. 
own institutions 


MARYLAND'S PIONEER 
BROADCAST STATION 


WFBR has held first place in Baltimore hearts sin 


Baltimoreans are loyal to th: 


that loyalty makes your radio advertising « 


WFBR more productive! 


NATIONAL REPRESENTATIVE 
EDWARD PETRY & COMPANY 
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weit. 


Single Station 
Starts Sponsored 
Television Program 


Washington, D. C., July 1.—Com- 
1ercial television made its delayed 
lebut today, but the significance of 
1e transition from experimental to 
ommercial telecasts was largely 
\istorical, since one lone station was 
ible to air sponsored sight-and- 
ound programs. 

Of the 22 stations holding tele- 
vision licenses from the Federal 
Communications Commission, only 
Station WNBT, New York, started 
regular commercial service. WNBT 
is the National Broadcasting Com- 
pany’s station which formerly oper- 
ated experimentally as W2XBS. 

Another New York outlet, Station 
W2XWV, owned by Allen B. Du- 
Mont Laboratories, is slated to go 
commercial before Aug. 1. FCC also 

expects Stations W6XAO, Los An- 
geles, W9XZV, Chicago, and W3XE, 
Philadelphia, to make the transition 
from experimental to commercial 
“in short order.” Don Lee Broad- 
casting System is the licensee of the 
California outlet, Zenith Radio Cor- 
poration of the Chicago station and 


Phileo Radio & Television Corpora- | 


tion of the one in Philadelphia. 
Starts Program Tests 

Seventeen 
rious parts 
experimental grants and will go 
commercial soon as_ possible. 
Columbia Broadcasting System be- 
gan experimental program tests 
over WCBW, its New York station, 
today. 

The 


other 
of the 


stations in 


country 


va- 
have 


as 


16 other television stations 


| 


slated to sell advertising eventually | 


are: New York, W2XBB, 
berger Broadcasting Service, 
W2XMT, Metropolitan Television: 
Philadelphia, W3XAU, WCAU 
Broadcasting Company, and 
W3XPP, NBC; Washington, 
W3XMB, NBC, and W3XWT, Du- 
Mont; Albany, W2XB, yeneral 
Electric Company; Chicago, 
W9XBK, Balaban & Katz Corpora- 
tion, and W9XCB, CBS; Milwaukee, 
W9XMJ, The Journal Company; 
Cincinnati, W8XCT, Crosley Corpo- 
ration; Los Angeles, W6XEA, Earle 
C. Anthony, W6XHH, Hughes Pro- 
ductions, Hughes Tool Company, 
and W6XYZ, Television Produc- 
tions; San Francisco, W6XDL, Don 
Lee, and W6XHT, Hughes Produc- 
tions. 


Bam- 
and 


Minimum Program Service 


In order to operate commercially, 
FCC requires telecasters to furnish 
at least 15 hours of program service 
per week, including Sunday. Trans- 
mission for two hours between 2 
ind 11 p. m. daily except Sunday, 
ind for at least one hour between 
7:30 and 10:30 p. m. on five week 
days, is also required. 

FCC, which takes an optimistic 
iew of the development of tele- 
ision as an advertising medium, 
calls attention to the existence of 
the coaxial cable which permits 

terchange of programs between 
New York and Philadelphia. A 

milar cable is being laid between 


KODACHROME 


Reproduction 


(HROMART is a perfected art-copy 
¢lorprint from Kodachrome. It yields 
Superior printing plates. It can be re- 
touched, pasted into artwork .. . and 
is flat-copy instead of a film that 
changes hue with every illuminant. 
® National advertisers have now been 
using our fine print service for 2 years. 
‘rices start at $38.00. Investigate! 


PHOTOCHROME 


COLORPRINT LABORATORY 


837 N. Fairfax, Hollywood 
“Overnight by Plane” 


EXPLAINS 


Here are the facts 

about the possible 

shortage of gasoline 
and furnace oil 


The Atlantic Refining Company 


Atlantic Refining Company uses this 

newspaper space in the East to promise 

that it will provide customers with all 

petroleum supplies possible, in spite of 
the threatened shortage. 


| Baltimore and Washington, and the 


final link connecting Philadelphia 
and Baltimore is contemplated. 


WNBT, operating on a commer- 
|cial basis, and WCBW, working 
under a 30-day experimental 


license, will have a potential audi- 
ence of about 20,000 persons. There 


are 5,000 receivers, at the most, in 
the New York metropolitan area, 
each with an audience of three or 


four persons. 

The outlook for an immediate in- 
crease to any great extent in the 
television audience is dubious since 
set producers find themselves with- 


out materials and manufacturing fa- 


|of 1942 


cilities due to the exigencies of the 
defense program. One spokesman 
for the industry set a limit of 3,000 
on the number of receivers which 
could be put out by the beginning 
and added that he might be 


“exaggerating” the number. Some 
10,000 sets are now available to 
buyers. 


announcement 
|to buyers, 


Gas Shortage 
Explained in 
Refinery Copy 


might be reduced. There will 
further reductions if more tankers | 
are taken over by the government. 
There may even be a temporary 
shortage of petroleum products, 
forced by conditions over which we 


be | Hotel ane Viano 


Robert E. Viano, formerly assist- 
ant executive secretary of the New 
York State Publishers Association, 
has been named promotion manager 
of Hotel Essex, Boston. 


Philadelphia, July 1.—The At- have no control.””. Emphasis was a — 
lantic Refining Company, Philadel- | laid on the shortage being due to Names Rumrill 
phia, has opened a campaign in 125 transportation, since “This emer- : 
newspapers to acquaint its custom- gency is not a question of produc- B. F. Gladding & Co., Inc., South 
ers with the facts of the threatened | tion. The nation’s oil fields and pm ~ sa manerncrer - 
gasoline and furnace oil shortage refineries can meet all conceivable Ruma) hn” tetacate ee tea 
along the Eastern seaboard. The | demands. .. The problem is simply | jts advertising. Sisco . 
advertisements, phrased as a direct) transportation. So we are stepping ; 


from the company 
were placed in newspa- 
pers of Pennsylvania and Delaware 
and pledged the company to co- 
operate with defense efforts. 

The 


up the efficiency of our transpor- | 
tation—and expanding our tanker 
fleet as fast as possible.” 

The company reiterated its inten- 
tion to cooperate with the govern- 


Kurnit to Fashion 


Harold Kurnit has been appointed 
art director of Fashion Advertising 
Company, New York, succeeding Sy 
Coleman who resigned to join the 


copy states, “Perhaps you ment while doing everything possi- army. Mr. Kurnit was formerly art 
have wondered about a_ possible ble to assure its customers of ample | girector of Bach Bernstein & Asso- 
shortage—and what it might mean. supplies. | ciates, New York. . 
to your car and to your oil burner. Other advertisements will follow 
We want our customers to know in this informative series, which is ; 
‘the facts.” The advertisement then being handled by N. W. Ayer & TA ; 7) 
explains that the transfer of 50 Son, Inc., Philadelphia. €. would be a hes 
tankers to aid England “naturally | e ts ee Ge Gee at tes © 
reduces for the time being” the} dig up ideas for ad men. Not so the 


Sharing honors as the first spon- 


sors on WNBT today 
Watch Company, Procter 
Company, Lever Bros. 
and Sun Oil Company. 
NBC today issued a rate 


were Bulova 
& Gamble 
Company 


card for 


WNBT, the first television rate card 
ever produced. Bulova time sig- 


nals will cost $4 in the afternoon, 
and $8 in the evening. Sponsors of 
quarter-hour periods will pay about 
$100 for time and studio costs. 
WNBT will operate 15 hours weekly 
for the immediate future 


Appoints Russell Gray 


The National Engineering 
pany of Chicago, manufacturer of 
sand handling systems and mixers, 
has appointed Russell T. Gray, Inc., 
Chicago, to handle its advertising 
Trade papers and direct mail will 
be used. 


Com- 


Colton Names Downes 


Wilbur B. Downes, manager 
the Boston office of Wendell 
Colton Advertising Agency, 
elected a vice-president, 
diction ove 


P 
has been 
with jJuris- 
New England territory. 


Advances Richardson 


Station KWK, St. Louis, has ad- 
vanced Robert J. Richardson to 
sales service manager. He has pre- 
viously been news editor and spe- 
cial sales representative for the 
station. 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 


of 


Milwaukee Admen Elect 


volume of crude oil received on the staff of Rote-Lith. We double dare 


you to stump us. Phone for eur con- 


seaboard, and necessarily the vol- Hiram Hascall, Heinn Company, sultant. 
ume available to the public. has been elected president of the 
The copy warned of possible fur- Milwaukee Advertising Club. Other 
ther reductions in tanker transpor- = saa come K. F. Drew, ae ROTO- LITH CO. 
Uh iiaedin ox “ ‘ a, | Waukee ournal, vice-president; Cy Te TWwy wo Mrorrryy yY 
yee By gy saiggrr aang “" Frank Bercker, Advertising Art 201 N. WELLS ST. CHICAGO 
— ’ : moaStSs & © Studios, secretary; and Gus. A. ® 
British . .. we were glad to do this, Trester, Milwaukee Gas Light Com- DEA. 8SS7 + HEM. 2211. 
even though our own =. supplies pany, treasurer. 


ARTWORK Layouts, hand lettering, illustrations, mechanical drawings, 
etc. This phase of our service has long been recognized by our many 
customers as a convenient and practical source for all their art needs 
because art work produced by this organization is made with full 
regards for engraving requirements. 


PHOTO-RETOUCHING SUPERIOR photo-retouchers are ‘‘engraving- 


house”’ trained men. They know how to retouch a photograph that will 
not only show off your product to the best advantage, but will “stand-up” 
in the final engravings. Let us do your retouching as the first step to 


better reproduction results. 


AD COMPOSITION Another phase of our complete service is an up- 


to-the-minute typesetting plant. Here at SUPERIOR a complete ad can be 
produced in no more time than it takes to make engravings. By the 
cooperation of compositors and engravers, typesetting and engravings 
are done at the same time. 


PHOTOGRAPHY Studio photographs, outdoor ‘‘shots’’ or photographs 
made on your premises, made promptly at all times. And when the 
photograph is made by SUPERIOR your product will be pictured right. 
Why not let us make your photographs and “ 
the best advantage. 


show off’ your product to 


Waar SUPERIOR'S 
S-PHASE SERVICE MEANS TO YOU 


“Help!” cries the advertising department or production manager when they're up against one of 
those “impossible” deadlines...and to the rescue, Johnny-on-the-spot, rides SUPERIOR 5-Phase Service. 
One organization handles the whole job. Day or night, SUPERIOR is at your service. And there’s no 
sleeping when your order reaches our shop. From layout and photographs to completed ad, we 
follow-through, speedily and efficiently. All under one roof, SupeRIOR 5-Phase Service means: Art 
Work with an eye towards engraving requirements; Photography that pictures your product RIGHT; 
Photo-Retouching by trained men who know engraving needs; Photo-Engraving at its best; Ad 
Composition that completes the ensemble par excellence. And then, there is no delay at the ship- 
ping bench. Back to you, pronto, goes a job you, and we, can be proud of. No wonder SuPERIOR 
5-Phase Service, tried once in an emergency, wins us life-long friends. 


ENGRAVING Photo-engraving at its best. Our engravers are supplied 
with the finest equipment available. But most of all we pride ourselves 
on the men who use that equipment and their ability to produce quality 
engravings. Our ample facilities plus day and night service insure 
prompt deliveries on any size job. 


SUPERIOR ENGRAVING CO. 


215 W. Superior St. - Chicago - Phone Superior 7070 
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Kraft Promises 
to Change Cheese 
Wrappers at Once 


New York, July 1.—Following 
charges by the Switzerland Cheese 
Association that Kraft Cheese Com- 
pany had sold a product under the 
name of Swiss cheese in a _ red 
wrapper bearing radial markings, 
the Association was denied an in- 
junction in supreme court here 
last week after Kraft signed a state- 
ment that the practice would be 
discontinued. 

In a sworn affidavit, Kraft de- 
clared that the wrappers, similar 
to the Association’s, had been used 
by mistake and without the knowl- 
edge of the responsible officers of 
the company. Kraft explained that 
its Argentina subsidiary had used 
the wrappers on a limited number 
of wheels of Argentina swiss cheese 
and that, except for the few that 
had been sold, all had been recalled 
and the color changed to yellow. 
The statement added that Kraft had 
taken effective means to prevent a 
recurrence of the mistake. 


Three to Jasper, Lynch 

The following accounts have ap- 
pointed Jasper, Lynch & Fishel, 
New York, to direct their advertis- 
ing: Allen Supply Company, Jer- 
sey City; Automatic Steam Prod- 
ucts Company, New York; and Bay 
of Naples Hotel, Naples, Me. Milton 
M. Hermanson, copy chief, has been 
named office manager of the agency. 


WRVA covers — 
RICHMOND 
AND NORFOLK 


IN VIRGINIA! = 


COLUMBIA AND MUTUAL NETWORKS 


PAUL Mt BAYMEE CO. MATIONAL OLPODSENTATIVE 


NOVEL AD 


to ignore, of! 
my ite 


KEEP SLIM 
ALL SUMMER | \L 


v oe ane 
8 


— 


feery 


slice eo? eupndu es 
Deticioes toasted Orcer from 
your foworite food store cow 

THOMAS’ 


PROTEIN 


BREAD 


Unusual treatment is given this two- 
column advertisement for S. B. Thomas, 
Inc., baker of Thomas’ protein bread, 
English muffins and other bread special- 
ties, in The New Yorker. The editorial 
style copy at the upper left, and that 
below the cartoon at right, starts right 
off in the middle of the sentence. 


Tobacco Firm Agrees 
to FTC Stipulation 


International Tobacco Company 
of America, Louisville, has accepted 
a Federal Trade Commission stipu- 


lation to cease using the terms 
“London,” “English,” “A Product 
of Peter Jackson (Overseas) Ltd., 


217 Piccadilly, London, W.,” or 
other words or phrases implying 
that its products are made in Eng- 
land. 

The stipulation also provided that 
the advertiser will stop represent- 
ing that the “filter tip” feature of 
its products is an original or revo- 
lutionary principle in cigaret tips, 
or that the tips are exclusive with 
its products. 


Appoints Roy Durstine 
| oe 


Macmillan Petroleum Corpora- 
ition, Los Angeles, has appointed 
Roy S. Durstine, New York, to 


| handle advertising of its Macmil- 


lan Ring-Free motor oil. 


“Swank” Names Salerno 

Charles R. Salerno, 
director of Ehrlich 
New York, 
York, in 


formerly art 
& Neuwirth, 


a similar capacity. 


305 days each year 
for over fifty years 
Toronto has endorsed 
The Evening Telegram 


No paper in the history of newspapers 
in Canada has had such unqualified 
and unassailable leadership as has The 


Evening Telegram 


in its classified 


advertising linage for the past half- 
century. Toronto people — who com- 
prise the richest consumer market in 


Canada — recognize its 


advertising 


value, and choose it each day in pre- 
ference to other newspapers, with the 
result that it carries more classified or 


“want” 
newspaper. 


ads than any other Canadian 
To buyers of display space 


this verdict of the people who best 
know should be conclusive proof of its 


sales-producing power. 


Undoubtedly 


TORONTO IS A “TELEGRAM” CITY 


THE EVENING TELEGRAM 


Largest Classified Linage in Canada 


TORONTO 


NEW YORK: Doan A. Carroll 


CANADA 


CHICAGO: John E. Lutz 


has joined Swank, New | 


Samuel Cherr, a v.p. at Y&R, 
marriage in September to Dexter 
Mass... 

Bill Enright, advertising news editor of the New York Times, has 
made the first step toward achieving a balanced family. The father 
of two daughters, 7's pound son, 


will give his daughter Betty Ann in 
Shill Horvitz, of New Bedford, 


Bill was recently presented with a 7 
William Richard. . . 

Sailing high on his good ship Revonoc, Harvey Conover, of Conover- 
Mast, won the Hampton Roads Race, a 347-mile run from New London, 
Conn., to Hampton, Va. (Read the boat’s name backward and see 
what you get.) ... 

James J. Maloney, a.e. at Donahue & Coe, has bought himself a 
little shack of nine rooms and two baths in Westbury, L. I... 


Betty Armour Manning, secretary to Chester J. LaRoche, Y&R 
president, is engaged to Charles E. Maxwell. Church bells will peal 
sometime in the fall. . . 

The new home of Herbert S. Waters, of Kresge Department Store, 
is in Mountain Lakes, N. J. He’s president of the Newark Ad Club... 

Orestes H. Caldwell, editor of Radio & Television Today, is giving 
garden parties these days at Walden Woods, his country home in 
Greenwich, Conn., in honor of his daughter, Mary Jane, and her pros- 
pective husband, Robert E. Nickerson. . . 

Celebrating his 20th anniversary with Grey Advertising, Arthur 
C. Fatt, executive vice-president, was the guest of honor at a dinner 
and reception at the New Yorker. He received from other executives 
a specially designed watch. 

James C. Small, usually assistant a.m. of the Tayton Company and 
the Knox Company in Los Angeles, has said “goodbye to all that” for 
a year. It’s Ensign Small of the U. S. Navy now... 

Edward F. Flynn, on the production staff of Leighton & Nelson, 
Schenectady, took Sally Martin, WABY, Albany, as his bride June 

4... H. G. Wells, g.m., WJHP, Jacksonville, has been commissioned 
by the governor of Florida as first lieut. in the newly-organized com- 
panies of the Florida defense force, taking the place of the National 
Guard. . . E, J. Kiest, pub., Dallas Times-Herald, was awarded the 
degree of doctor of laws by Texas A. & M. College June 5... 

Bob Novak, researcher and writer in Y&R’s radio department, is 
due back from a week's vacation in Atlantic City with his wife. . . 

Andrew A. Polscher, asst. prod. mgr., MacManus, John & Adams, 
Detroit, has been elected honorary v.p., American Institute of Graphic 
Arts, in recognition of his efforts in organizing a Detroit branch, of 
which he is chairman. . . Bruce Eells broke 90 to win the annual 
account executives’ KHJ, Los Angeles, golf tournament. On Eells’ 
side were Lewis Allen Weiss, v.p. and g.m.; Herb Wixon, acct. exec., 
and Tony Quinn, office mgr. Opposing them were: Sydney Gaynor, 
KHJ comml. mgr.; Henry Gerstenkorn, Marion Harris and Jack 
Stewart, acct. execs. . . 

P. L. Henriquez, manager of 
Post-Dispatch 


the Chicago office of the St. Louis 
, has started a reign of terror among the finny tribe of 
Wisconsin, where he is spending his vacation. . . E. V. Creagh, s.p.m., 
American Chain & Cable Co., Bridgeport, Conn., retiring pres. of 
the Western New England chapter of the NIAA, was given a desk 
set consisting of a clock and pens by members of the chapter at its 
annual outing June 26... 

S. Rae Hickok, pres., Hickok Mfg. Co., Rochester, N. Y., who got a 
broken nose, compound fracture of a leg and dislocated shoulder in 
an airplane crash near Fort Pierce, Fla., was brought back home in 
the Gannett Newspaper plane. . . A back injury received years ago 


while participating in athletics has Hunter Bell, asst. a.m., Coca-Cola 
Company, in Piedmont hospital, Atlanta. . . 

John B. Morse, v.p., Blackett-Sample-Hummert, now on active 
duty as a lieutenant in the U. S. Navy, has been made asst. public 
relations officer for the ninth naval district with headquarters at 
Great Lakes, Ill. . . Charles L. Rumrill, head of Charles L. Rumrill 


& Co., Rochester agency, 
Delta Chi fraternity. . . 

Andrew M. Sullivan, classified a.m., Hartford Times, was presented 
with a radio and table lamp at a bachelor dinner at Glastonbury, 
Conn. .. Palmer Hoyt, pub., Portland Oregonian, has been appointed 
state chairman of the national defense savings campaign in Oregon. 

. Miss Ann C, Perry, ad dept., Shell Oil Co., Chicago, became Mrs. 
Kelly June 28 when she was married to Paul E. Kelly, of the Chicago 
office of McCann-Erickson. . . 

Stanley M. Huestis, mgr., American Hairdresser, has his 
son, Robert Victor, a 6%4-pound bundle which arrived June 17. 
event was heralded with an announcement sketched by Tom 
Chicago free lance ad artist. . . Jim Hill, copy writer, Knox Reeves 
Advertising, Minneapolis, was just recovering from the birth of his 
first son when Don Young, artist for the same agency, announced the 
birth of a daughter. . . 

A thesis entitled “A Practical 


has been elected national president of Theta 


third 
The 
Raki, 


Advertising and Sales Promotion 
Plan for Cochrane Corporation” helped win a professional engineer- 
ing degree for S. D. Distelhorst, s.p.m. of the company, June 8, from 
Purdue university from which Mr. Distelhorst got a bachelor of sci- 
ence degree in electrical engineering in 1935. .. On the mend follow- 
ing a complicated series of surgical correctives, P. Wayne Jackson, 
art director of the natl. ad. dept., Chicago Herald-American, is trying 
out his desk again for a few hours each day 

Arrival of a 7!2-pound girl accounts for those cigars being passed 


out by Elihu E. Harris, a.m. of the National Jewish Monthly, pub- 
lished by B'nai B'rith. . . The outstanding flying cadet of each 
graduating class at the new Phoenix training base, Thunderbird 


Field, has his name 
presented by the owner of KOY, 
pub. of Prairie Farmer. . . 

A life membership in the Des Moines Ad Club has been 
to William A. Temple, of the ad dept. of Younkers store, 
tion of his 13 years of service writing a weekly column of 
tion” for the “Advergram,” club publication. . . Emery Bacon, nat! 
ad dept., Cincinnati Enquirer, is learning to be a soldier at Ft 
Thomas post . Robert W. Stoddard, v.p.,. Wyman-Gordon Co., Wor- 


engraved on the Burridge D. Butler trophy. 


Phoenix, and WLS, Chicago, and 


awarded 
in recogni- 
“Observa- 


cester, Mass., and Harry B. Lindsay, secy-treas., Grinding Wheel 
Manufacturers Assn., have been elected directors of the Worcester 
Polytechnic Institute 


Bob Hampton, production chief, 
ing a visit to Hopper Paper Company, Taylorville, IIl., 
89 at the local country club John McNamara, program mgr., and 
Harry D. Goodwin s.p.m., WBZ and WBZA, Boston, have just cele- 
brated their 11th anniversary with the stations . Russell Gray, Jr., 
prod. mgr., Richard A. Foley Advertising Agency, Philadelphia, had 
just got his garden whipped into shape when he moved from Jersey 
to Narberth, Pa., where he has the same job to do over again. . . 


Erwin-Wasey, took time off dur- 


to shoot an 


Getting Personal Remington Rand 


Report Pictures 


Products in Color 


Earnings of $4,263,249 
Revealed in Impressive 
32-Page Booklet 


Buffalo, N. Y., July 2.—One of 
the most impressive annual report 
to come off the presses this year, 
carrying both financial and mer- 
chandising information to. stock- 
holders, is that of Remington Rand 
The company’s consolidated net 
profit for the year ended March 31 
was $4,263,249, compared with $2,- 
305,177 for the year preceding. 

Net sales for the fiscal year were 
$49,173,969, a 14 per cent increase 
over the net sales of $43,226,912 fo 
the previous year. The report points 
out that “the increase in general 
business activity in the United 
States brought about a greater de- 
mand for the company’s products, 
with the result that the increase of 
$7,183,498 or 23 per cent in domestic 
sales more than offsets the decrease 
of $1,236,441, or 10 per cent in for- 
eign sales.” 

Most striking of the report’s fea- 
tures are the 12 color pages of Rem- 
ington Rand office machines and 
equipment, including one page de- 
voted to three styles of electric 
razors. Four pages are given over 


'to a pictorial story of employe ac- 


tivities and employe training. 


Standard Oil of N. J. 


Earnings for 1940 were $123,886,- 
346, compared with $89,128,756 for 
1939. 


Gillette Safety Razor 

Net income for 1940 was $2,601,- 
093, compared with $3,284,797 for 
1939. 


Pathe Film 
Net profit for 1940 was $439,416, 
compared with $424,489 for 1939. 


Gulf Oil 

Net income for 1940 was $22,150,- 
277, compared with $15,315,781 for 
1939. 


Republic Aviation Corp. 

Net profit for 1940 was $923,332, 
compared with a net loss of $524,- 
781 for 1939. 


National Cash Register 

Earnings for 12 months ending 
March 31, 1941, were $2,066,929, 
compared with $1,801,932 for the 
preceding year. 


International Paper 

Net profit for 1940 was $15,795.- 
648, compared with $5,090,465 fo. 
1939. 


Electrolux 

Net income for 1940 was $1,397,- 
165, compared with $1,658,469 fo: 
1939. 


when you think of SPOTS 
... think of John Blair! 
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Newspaper Radio 
Hearings to Get 
linder Way July 23 


Entire Question to Be 
Aired, FCC Indicates; 


Delay Unlikely 


Washington, D. C., July 2.—The | 


Federal Communications Commis- 
on will seek answers to 10 ques- 
‘ons during hearings beginning 
uly 23 to determine future FCC 
olicy on applications from news- 
paper interests for broadcasting fa- 
ilities, according to an order issued 
‘his week defining the scope of the 
nquiry. 

Evidence sought will cover the 
‘xtent to which radio stations are 
iow linked with press interests; 
whether joint association of press 


ind radio “tends or may tend to|man committee which carried out | 


prejudice the free and fair presen- 
tation of public issues and informa- 
tion over the air, or to cause 
editorial bias or distortion, or to 
nject editorial policy or attitude 
nto the public service rendered by 
broadcast stations as a medium of 
public communication”; whether 
press-radio tie-ups have “any effect 
upon freedom of access to the radio 
forum for the discussion of public 
issues”; and whether association of 
the two media tends or may tend 
to restrict news broadcasting, or 
affect adversely the relation be- 
tween news services and stations. 
Explores Entire Field 
Other topics of investigation will 
be whether dual operation of a 
newspaper and broadcast station 
tends or may tend to lessen or in- 
crease competition among stations or 
to result in monopolization of local 
radio facilities; whether such opera- 
tion “tends or may tend to increase 
or decrease concentration of con- 
trol over broadcast facilities or the 
use thereof”; whether joint opera- 
tion constitutes or may constitute 
an undue concentration of control 
over the principal media for public 
communication; what considerations 
influence newspaper interests to ac- 
quire stations; whether joint as- 
sociation tends or may tend to re- 
sult in the utilization of improved 
facilities and skilled, experienced 
personnel for procuring and dis- 
seminating information and opinion 
for radio; and whether stations af- 
filiated with newspapers gain 
greater financial stability thereby, 
and hence are able to encourage the 
technological development of radio. 


Further Delay Unlikely 


FCC issuance of this order out- 
lining the scope of the investiga- 
tion indicated that a further post- 
ponement of the hearing date is 
unlikely, unless either FCC or the 
broadcasters should be unable to 
complete preparations by July 23. 


No additional request for delay has | 


been made by the newspaper radio 
committee, it was learned. 

This group, which is heading the 
fight against the threat that news- 
papers may be barred from obtain- 
ing licenses for frequency modula- 
the stations and other radio fa- 
cilities, asked originally that hear- 
nes be postponed until Sept. 15. 
FC” compromised and set back the 
date from June 25 to July 23. 

FCC also issued a notice of re- 
quirements which must be met by 
tho-e desiring to testify. Written 
requests for time, including the na- 
‘ure of the testimony to be given 
and documentary evidence to be 
ub: jitted, must be in the hands of 
FCC by July 18. 


Geis Altorfer Account 
Altorfer Brothers Company, man- 
‘fac'urer of ABC electric washers 
‘nd roners, has named the Cramer- 
Aras-elt Company, Milwaukee, to 


ne 
iT) ‘ 


its advertising. 


Moves Offices 

0. W. McKennee Company, New 
. has moved its offices from 101 
“ark avenue to 400 Madison ave- 


Je 


ork 


Debate Failure 
to Reappoint 
FCC Member 


Washington, D. C., July 2.—Ar- 
|rival of a new federal fiscal year 
yesterday brought with it a vacancy 
on the Federal Communications 
Commission. Frederick I. Thomp- 
son, one of the seven commissioners, 
‘reached the end of his term then 
and President Roosevelt neither 
|/reappointed him nor named a suc- 
| cessor. 

Commissioner Thompson, a 
mer Mobile publisher, 
pointed to FCC April 8, 1939, to 
|fill out the unexpired term of 
|Eugene O. Sykes, who resigned to 
practice law in Washington. Com- 
|missioner Thompson has been an 
ardent supporter of network regu- 
|lation and has been charged with 
jadvocating federal ownership of 
| radio facilities. 

Sided with FCC Majority 


| 


for- 
was ap- 


He was a member of the three- 


| the initial chain broadcasting in- 
|quiry, which ultimately led to the 
|drastic regulations laid down last 
May. He has sided with the FCC 
|majority in all major decisions and 
|has aroused considerable opposition 
|from both Washington officials and 
| broadcasters. 

Commissioner Thompson is 
understood to have made no efforts 
|to gain reappointment. He is 65 
and apparently willing to retire to 
his Alabama home. FCC Chairman 
| James L. Fly, however, is believed 
to have hoped that Mr. Thompson 
would be reappointed. Had Presi- 
|dent Roosevelt taken such a step 
and renamed one of the advocates 
|of the controversial monopoly rules 
it would have been construed as 
|tacit White House endorsement of 
FCC’s move. The President’s fail- 
ure to do so, of course, is taken to 
mean the contrary. 


“Star” Asks WMAL 
License Transfer 

Star Newspaper Company, pub- 
lisher of the Washington Star, has 
petitioned the Federal Communica- 
tions Commission for permission to 
transfer the license of Station 
WMAL, Washington, from the Na- 
tional Broadcasting Company to 
M. A. Leese Broadcasting Company, 
a Star subsidiary. 

Originally operated by the late 
M. A. Leese, WMAL was leased to 
NBC in 1933. The Star acquired 
the Leese company in 1937 but con- 
tinued the lease arrangement. If 
FCC grants the petition, the news- 
paper would become the licensee as 
well as the owner of WMAL. S. H. 
Kauffmann, treasurer of the Star 
and president of Leese, would be 


the active head of WMAL. The sta- | 


tion would retain its NBC-Blue 
affiliation, and would continue to 
share studios with Station WRC, 


NBC-owned Red network station. 


Forms Export Catalogs 
Export Catalogs, New York, has 
been formed with Rex W. Wadman 
as president, to publish industrial 
|catalogs in Spanish and Portugese 
| for controlled circulation throughout 
Latin America. The first Spanish 
catalog will be mailed Sept. 15, and 
the first Portugese catalog will be 
sent out Oct. 15. Mr. Wadman is 
president of National Business Pa- 


pers Association and publisher of 
Diesel Progress, World Petroleum, 
Sugar, and El Mundo Azucarero 


New York. 


Witt Elected President 


Harry W. Witt, Station KNX, Los 
Angeles, has been re-elected presi- 
|dent of the Southern California 
Broadcasters Association. Other 
officers are Ben McGlashan, KGFJ, 
Los Angeles, vice-president; and 
Lawrence McDowell, KFOX, Long 
Beach, secretary-treasurer 


J. Roger Fisher, for 13 years ad- 
vertising manager of Joseph Horne 
Company, Pittsburgh department 
store, has been named director of 
publicity. 


Kaylor Heads Tea Group 
C. W. Kaylor. director, Jewel Tea 
Company, Barrington, IIl., has been 
elected president of the National 
Retail Tea and Coffee Merchants 
Association for the coming year. 


Foot Powder Tied in 
With National Defense 


Tying in with national defense, 
Allen S. Olmsted, LeRoy, N. Y., 
has launched a new copy theme for 


Allen’s Foot - Ease. Captioned, 
“Powder in shoes as well as in 
guns,” copy suggests mailing a 


package of Allen’s Foot-Ease to the 
boys in training, to “ease those ach- 
ing, tired feet.” 

Newspapers in 35 cities from 
coast to coast are being used, with 
insertions appearing On a once and 
twice weekly basis. Gotham Ad- 
vertising Company, New York, is 
the agency. 


1941 Footwear Output 
Headed for New Mark 


Footwear production in the 
| United States, if maintained at 
present levels for the remainder of 
1941, will exceed 450 million pairs 
feed an all-time record, the Depart- 
ment of Commerce has_ reported. 
|For the first five months of this 
| year, industry output has been about 
20 per cent ahead of the record 
mark of 1939 when the annual total 
was 424 million pairs. 


Starch Names Officers 

T. Mills Shepard, head of the pro- 
|duction department, Daniel Starch 
|Research Organization, New York, 
has been named _ vice-president. 
Retta Sondheim has been named 
|} secretary. 


Joint Discount 
on Red and Blue 
Nets Discontinued 


New York, July 3.—The last link 
hooking together NBC Red and Blue 
network operations was severed 
today with the announcement that 
effective Aug. 1 billing of the two 
chains will no longer be combined 
for discount purposes. All current 
contracts renewing without lapse 
will 
1942. 

Only a few national advertisers 
are affected by the new policy but 
it is understood that the move was 
made to counteract charges made 
before the FCC hearing that NBC 
has enjoyed competitive advantage 
through the joint discount 
Among the advertisers who 
received the discount are Procter 
& Gamble, Lever Bros., General 
Foods, Standard Brands, and Sterl- 
ing Products. Annual billings of 
this group will be increased about 
2 per cent as a result of the change. 

NBC pointed out that when the 
Blue and Red sales departments 
were set up as separate operations 
a little over a year ago, the pro- 
gram called for eventual segrega- 
tion of all activities. Now that the 
‘Blue network has developed _ its 


setup. 
have 


receive protection to Aug. 1, | 


own nationwide setup “it is pos- 
sible to take the next step in the 
original plan whereby each network 
will earn its own discounts,” NBC 
added 


Skol Launches Drive 


Skol Company, New York, has 
launched a summer campaign for its 
suntan lotion using two-color inser- 
tions in Collier’s and Life during 
June and July, airplane banners 
along the Eastern seaboard on week- 
ends, and double size car cards in 
commutation and shore trains along 
the seaboard and in the Chicago 
vicinity. J. Walter Thompson Com- 
pany, New York, is the agency. 


Reelect Kienholz 


Foster M. Kienholz, president of 
Mills Academy, has been re-elected 
president of the Advertising Club 
of St. Paul. Other officers are Reuel 
Harmon, vice-president; Harold 
Chamberlin, secretary; and Frank 
Matson, treasurer 


‘Prepares for Peace 


Allegheny Ludlum Steel Corpo- 
ration has set up a new department 
of development engineering in its 
Pittsburgh office, headed by W. E. 
Griffiths, which hopes to develop 
processes and products for market- 
ing after the present emergency 
ends. 
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towns. “Visibility Unlimited” is the air term that 
aptly describes KDKA’s coverage horizon. 

Call or write your nearest NBC Spot Sales office 
for a detailed study of this tremendous market. 
WESTINGHOUSE RADIO STATIONS Inc 


VISIBILITY UNLIMITED 


FLIGHT REPORT: Spotted 60 towns of 10,000 or more population in Pittsburgh 
sector, where over a billion dollars is being spent on defense orders KDKA came 
in strong as plane passed each of the 60 towns in this concentrated industrial area. 
SUMMARY: KDKA, Pittsburgh’s only 50,000 watt station, is a sound buy for the 


advertiser. He gets complete Pittsburgh coverage, plus 60 industrial communities 
of over 10,000 residents, plus hundreds of smaller 


PITTSBURGH 
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Government Looms 
as Chief Canadian 
Advertiser 


(Continued from Page 1) 


view, especially, Canada’s war ex- 


periences to date are worthy of 
study by American business men. 
Courageous planning has_ been 


merged with alertness to opportuni- 
ties of the moment. Despite the 
steadily expanding scope of war 
production, sales of consumer goods 
are zooming along. Advertising vol- 
ume thus far this year is actually 
ahead of the 1940 pace. And, un- 
less unforeseeable circumstances in- 
tervene, promotion programs will 
continue unabated. 


All-Time High 

Canada is engaged in an all-out 
war effort—make no mistake about 
that. This year approximately half 
of her $6,000,000,000 national in- 
come will be spent for war produc- 
tion. In the United States expendi- 
tures on the same scale would 
amount to 40 billion dollars for 
1941. The six-billion figure is an 
all-time high, and despite the stag- 


gering tax burden that Canadians 
must bear—income taxes start from 
$600 for unmarried persons—the | 


population has plenty of its newly- 
acquired prosperity available for 
the necessities and luxuries of life. 
Proof of this can be found in gov- 
ernment figures for the first tour 
months of 1941, the latest available. 
Here is a comparison of retail sales 
increases for January-April 1941 as 
against the same period of 1940: 
Shoes 25.3% 


Candy 22.8% 
Drugs .. 14.3% 
Grocery 10.8% 
Variety 22.1% 
Men’s Clothing 25.8% 
Women’s Clothing 20.9% 
Furniture 16.5% 
Hardware 20.4% 
Radio—electrical 22.1% 
New car sales showed a slight 


drop in units for the same 
40,452 in 1940, against 39,809 in 
1941, but dollar volume for this 
year was $50,971,683 against $44,-| 
489,153 for the first third of 1940, 
in spite of heavier excise taxes. 
Trucks and buses showed a 33 per| 
cent rise in sales for this year 
against last. 
Auto Production Curtailed 

The 

ilar to 


period 


sim- 
United States. 


outlook is 
the 


automobile 
that in 


They Make Your National 
Advertising 5 Times as 
Effective 


w ARTKRA 


SIGN CO, LIMA, OHIO | 


GOVERNMENT COPY SPURS CANADIAN DRIVES 


FINISH THE JOB! 


> 


WHAT STOPS YOU 
FROM ENLISTING? 


WEALTH? A GOOD JOB? YOUR AGE? LACK OF 
INFORMATION? FAMILY RESPONSIBILITIES ? 


~ ante 


| aes ier 


| agen) DEDICATION DAY — 
| cS. ."smest| SUNDAY, JUNE 29th 


Na nee 


Apety te Meorest District Recruiting Office or Recruiting 
Wesdquarters, CALA Ticket Office Sparks Street, Ottews 
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DEPARTMENT OF NATIONAL DEFENCE 


camaoa 


The National Committee, Victory Loan 1941, Ottawa, and Canada's Department 
of National Defense paid for these large-space newspaper advertisements in rally- 
ing support for the highly-successful loan drive and in recruiting new army men. 


Models have been frozen and pro- 


duction is destined for rigid cur- 
tailment. Automotive advertising 
has suffered as a result. For the 
first five months of 1941 this clas- 


sification showed a linage drop of 
about 25 per cent in newspapers, 
compared with the same period of 
last year, with a sharp falling off in 
other media as well. 

Aside from automotive, however, 
newspaper advertising is continuing 
in robust fashion. Total linage for 
January through May, 1941, is 


about 2!» per cent ahead of the 
comparable 1940 period. Retail, 
classified and financial are chiefly 


| responsible for the rise. 


The Canadian magazine picture 
is not so bright. Advertising vol- 
ume is off about 10 per cent for 
the year to date. Network radio 


is moving along on an even keel 


and both national spot and local are | 


figures 
close 
esti- 
up be- 


official 
observers 
situation 


Although 
available, 
to the broadcasting 
mate that national spot is 
tween 15 and 20 per cent for the 
first half of 1941, while local time 
sales are at least 25 per cent ahead 
of the first six months of 1940. 


No Promotion Letup 
With the 


booming. 
are not 


national income con- 
tinuing to expand, manufacturers 
give every indication of pursuing 
their promotional activities without 
a letup. There have been reports 
emanating from government circles 
that restrictions on consumer goods 
and services may be necessary but 
thus far only the automobile and 
oil burner industries have felt the 


PRINTING 


+ 


DAY AND 


SERVICE 


Aavertising Typography 


is far more than just typesetting... 
It is an art that has been developed 
by advertising designers and typog- 
raphers in the last twenty-five years 
... It is a very definite technique of 
handling that has been developed, 
bounded by basic laws of space, mass, 
and color, a pattern if you please that 
has been found to be most effective 
in creating attention by having fine 
appearance and inviting reading 
by presenting the message in an 
orderly fashion that is easy to read. 


MEMBER OF ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA 


FAITHORN CORPORATION 
Ad-Setting 
500 SHERMAN STREET - CHICAGO 
TELEPHONE WABASH 17820 


+ Engraving + Printing 


| extensively, 


pressure. New installations have 
been ruled out for the latter field. 
Manufacturers and agency execu- 
tives interviewed by ADVERTISING 
AGE emphasized the need for 
abated advertising in the immediate 
future, more than ever, if only as 
a means of pushing volume upward 
to new heights in order to absorb 
the increased tax load. That this 
credo is being translated into action 
is evident from the advertising vol- 
ume figures mentioned above. 
Plans for expanded advertising 
appropriations during the current 
year have been hinted by such lead- 
ing companies as Canadian Oil, 
General] Steel Wares, Noxema, Can- 
ada Dry, Nylon, North British Rub- 
ber, Borden, Champion Spark Plug, 
Wrigley and Gypsum, Lime & Ala- 
bastine. Despite their tremendous 
war production, such manufacturers 
as International Nickel, Ford, Gen- 
eral Motors and Dominion Steel & 
Coal have continued to advertise 
chiefly along. institu- 


tional lines 


Foresee Expansion 
Canadian advertising men re- 


called this week that when war 
broke out there were glowing pre- 


| dictions of the vast volume of insti- 


| tutional 


copy that would find its 
way into all media. Although a 
good deal of this type of advertising 
Was sponsored by many manufactur- 
ers, for the first war year the volume 
did not reach expectations. Of late, 
however, there has been a resurg- 


ence of institutional copy and indi- | 


cations are that it will continue to 
expand in the future. One of the 
chief factors credited for this trend 


is pressure by distributors, especi- | 
|ally dealers. 


The latter have begun 
to register the conviction that their 
own welfare is bound up with 
manutacturers’ maintenance of con- 
sumer goodwill and brand accept- 
ance, regardless of any new condi- 
tions that may be imposed by the 
war. 

With the exception of special war 
effort campaigns and 
copy, Canadian advertising has thus 
far remained relatively free from 
tieups with the conflict. Advertisers 


point to the geographical remoteness 
from 
the battle zones as the chief reason 
more 


of the Canadian population 
why war has not been used 


extensively as a major copy theme. 


They stress this element as the chief 
point of distinction between current 
Cana- 
dian advertisers are not, of course, 
with 
respect to the war and pretending 
in their copy that all is sweet and 
peaceful with the world. Neverthe- 


British and Canadian copy. 


following an ostrich policy 


sailor, 
civilian 
virtually every ad 


less, the inclusion of a 
dier, airman or 
worker in 


copy as it has English advertising. 


A number of Canadian advertis- 
using 


ers, on the other hand, are 


un- | 


institutional | 


sol- 
defense 
has 
thus far not characterized Canadian 


| war angles constructively and ef- 
|fectively. Canada Starch, for ex- 
ample, offers pictures of the British | 
fighting forces as premiums; and_| 
Old Dutch Cleanser sponsors a con- 
test with war savings certificates, 
instead of cash, as prizes. In addi- 
tion, most Canadian product copy 
carries some reference to invest- 
ments in war stamps and certifi- 
cates. 


| 
Government Advertisers | 
| 
j 


Perhaps the most notable single 
advertising development produced | 
by the war is the emergence of the | 
government as one of the largest 
|advertisers in the Dominion. Des- 
|pite the full cooperation extended 
by both advertisers and media in| 
| devoting liberal space to every war 
| project, the government has recog- 
nized the wisdom of stepping out 
as an advertiser on its own. It is| 
expected that this important new- 


comer to the ranks of space buyers | 


will spend well over $1,000,000 dur- 
ing the current year. The govern- 
|ment promotion schedule includes 
|in its scope war loans, recruiting 
and food merchandising, both for 
surpluses and for products 
export markets have been 
/ nated. 

This governmental policy is sig- 
|nificant not only because it is a 


| 


elimi- 


whose | 


HOLDING ON 
THEY depend on YOU ! 


© The fighting mens morale is 
hep! of peat when they brow 
ew loved ones ond tomes ore 
carrying on much “os wal” So. 


* 
4 


“Wear-Ever 


Aluminum Cooking Utensils 


Canadian war restrictions have virtually 
eliminated production of Wear-Ever 
aluminum cooking utensils, but the com. 
pany, continuing to advertisement, keeps 
its trademark before consumers. Norris- 
Patterson, Ltd., Toronto, is the agency. 


following the conventional securi 
ties pattern. 

The advent of the third drive 
brought with it the necessity fo: 
raising a far greater fund than ha 
ever before been attempted. Lend. 
ing ear to the contention of Can- 
ada’s advertising fraternity that the 
undertaking was basically a mer- 
chandising job with problems sim- 
ilar to those faced every day by 
advertisers, the government handed 
over the assignment to specialists 


| 


| cena 


TWEY ARE STARING EVERYTHING 


Wess Senne” 


VICTORY BONDS 


SOS HILMEINZ COMPANY OF CANADA LTD. 5 \cn'test 


SUPPORT CANADA'S VICTORY LOAN CAMPAIGN 


j ot et lt sel 

'y victory : 

} on the wey! is, pony Bowes 
se 


“True patriot love 


in all thy sons command !” 


mace HOnM 


These six newspaper advertisements are typical of the copy placed and paid for 
by private advertisers in support of the highly successful Victory Loan drive in 


Canada. 


Walsh Advertising Company handled the Chrysler copy, at upper left; 


A. McKim, Ltd., Montreal, the Player's ad at lower left; and J. J. Gibbons, the 
Heinz copy. 


glowing testimonial to the recogni- 
tion of advertising as a vital instru- 
ment in the nation’s economy, but 
|because it also dramatizes. the 
| fruitfulness of close cooperation be- 
tween government and private in- 


|dustry in the public welfare. The 
‘third Victory Loan campaign, 
which came to an end last week, 


demonstrates this teamwork better 

than any other undertaking in 

Canadian advertising history. 
Uses Specialists 


| Canada’s first Victory Loan drive 
was waged in February, 1940. A 
goal of $200,000,000 was sought and 
$337,000,000 was actually raised. 
| The second campaign 
| October, 1940, with $300,000,000 
|sought and $342,000,000 subscribed. 
|Bond sales for both these drives 
handled through regular fi- 


| were 
nancial channels, with marketing 


occurred in| 


Three coordinated units were set 
up to handle the job: the National 
Victory Loan Committee, represent- 
ing the nation’s financial institu- 
tions and committees representing 
publishers and advertising agencies 
The objective established was $600,- 


BE ror OUTDOOR 


ADVERTISING 


IN NEW YORK, NEW JERSEY & CONN. AREA 
consult your advertising agency or 


HIGHWAY DISPLAYS: INC 


POUGHKEEPSIE. WN.Y. 


introduce a new hair tonic and dressing for men. 


>500 


for the registered name 
of a hair tonic 


\ manufacturer of toilet: preparations is about to 


He 


will pay $500 for all rights to a suitable name now 
registered in the U.S. Patent Office. 


Send full details 


to Box 3400, Advertising Age, 330 W. 42nd St.. New 
York, N. Y. 
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ADVERTISING AGE 


Cdvéutisi 


The rates for this department are 

“Help Wanted,” “Positions 
“Representatives Available,” 30 cents 
eash with order. 


Wanted,” 


7 \ Market 


as follows: 
“Representatives Wanted,” and 
a line, minimum charge $1. Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in. 


$4.75 per inch. 


2 6.40;3 3 


POSITIONS WANTED 


ABOVE DRAFT AGE 
Experienced as advertising 

ard copywriter in wide variety of 
businesses—selling by mail—publica- 
tions—radio. Including editorial, pub- 
licity, ghost writing. Will prove most 
valuable to aggressive advertiser or 
progressive agency. Prefer Chicago. 

Box 3402, ADVERTISING AGE, Chgo 


manager 


UENUSUAL SALES EXECUTIVE 
Substantial, energetic, clear thinking 
producer, Exceptional and demonstra- 
ble record intangible marketing. Crea- 
tive ideas and ability to solve sales 


problems. Forceful personality. Free | 
to travel as necessary. Locate any- | 
where Perfect health, 6 Ft., 180 Ibs., 


44 years, married, gentile, Uni. grad 
Box 3401, ADVERTISING AGE, Chgo 


Keep a step ahead of the Dratft—In- 
sure uninterrupted) service with a 
mature, versatile, stop-gap, who can 
write, photograph, design and color 
layouts, and do research work A 
real background finest references 
Wm. W. Roberts, 600 Michigan Bldg., 
Detroit, Michigan 


BUSINESS SERVICE 

Mr. Sales Manager! 
Let me show you how to help your 
salesmen produce more througha per- 
sonalized house-organ You serve as 
editor I do the work, Edward Edel- 
stein, 201 N. Wells St Dea, 8557 


MISCELLANEOUS 
“Streamlined Copy-Fitting™ saves 
time and $$$ specifying type. Gauges 
500 faces Sty to 18 pt., foundry and 
machine Experts endorse it $2.50 
money-back guarantee Details free 

Arthur Lee, 187 W. S3rd S8t., 
New York City 
A GOOD GADGET LETTER will keep 
your letters on top of the desk with 
some chance of doing business 
Wastebasket letters cannot talk 
Write for illustrated circular. 
A. Mitehell, R. 215, 326 N. Michigan 
Ave., Chgro. 


WORLD FAMOUS FIRMS USE 


Expect 6% Rise 
in Sears, Ward 
Catalog Prices 


(Continued from Page 1) 
jal items will reflect to greater or 
| lesser degree the anticipated price 
increases, the advance is expected 
to be less evident in the clothing 
field than elsewhere. 

Just how the present and future 
situation will affect company earn- 
ings is being watched with interest. 
Although there will be restrictions 
on purchases in various categories, 
it is expected that there will be a 
| greater demand for those products 
| where restrictions are practically 
non-existent. One thing is certain, 
with more and more being employed 
and with individual earnings being 
increased, there is expected to be a 
heightened demand for available 
goods which will ride down any 
threatened decrease in sales because 
items are restricted or unavailable. 


To New Offices 


Denham & Co., Detroit, has moved 
to new quarters at 812 Book bldg. 


jand a 14.2 per cent 


Business Paper 
Advertising Up 
13.06% in June 


Chicago, July 3.—An analysis of 
advertising volume in 112 business 
papers just completed by Industrial 
Marketing reveals a 13.06 per cent 
gain for June over the month a 
year ago and a 11.84 per cent gain 
for the first six months of the year 
compared with the like period a 
year ago. The 82 publications in 


the industrial list topped the field | 


with a 16.37 per cent gain for June 
gain for the 
six-month period. 

“Eleven publications in the class 
group carried 4.01 per cent more 
business in June issues this year 
than a year ago,” said the maga- 
zine’s report, “and ended the half- 
year period 7.07 per cent over the 
first six months of last year.” 

Although there was a loss of 1.44 
per cent in June for the 19 papers 
in the trade group, there was a 7.07 
per cent gain for the six-month 
period, 


Names Wesley Farmer 


Botsford, Constantine & Gardner 
has named Wesley Farmer manager 


of its Los Angeles branch. 


| Start New Campaign 
for Cameo Cleanser 


Cameo Corporation, Chicago, has 
appointed MacManus, John & 
Adams, Detroit, to handle a new 
campaign on behalf of its Cameo 
cleanser in newspapers in selected 
cities, with radio to be added later 
as distribution is completed. 

Advertising will be carried in 
newspapers in both the Midwest 
and East as the company, which 
has done little advertising in the 
past, expands its territory during 
coming months. Kenneth H. Mac- 
Queen is account executive. 


Elects Theodore Brown 

Theodore Brown, vice-president 
of Perry-Brown, Ine., has been 
;}elected president of the Cincinnati 
| Industrial Advertisers. Other of- 
|ficers are Frank Gearhardt, Cham- 
| pion Coated Paper Company, Ham- 
jilton, O., vice-president; Walter 
|Spindler, Armco Drainage Com- 
| pany, vice-president; Gene Schwar- 
ber, Gardner Publications, secre- 
| tary-treasurer. 


BUSINESS PAPER ADVERTISERS 


| Where—When—How Much 
Your Competitors Advertised 


BRAD-VERN’S REPORTS 


(35-21 Union Tnpk., Flushing, N.Y. 


Bairdset ads for 30 years It Pays 
Day and night service, clean proofs 
fast, quality production, save your | 
time Ads pull 25% better 


BAIRD adsetters, 1S bk. Kinzie, 
WHI, 4347 Cheo. 


000,000 within the four-week cam- 
paign period. The government al- 
located one-tenth of one per cent 
for promotion, or $600,000 for the 
campaign. 

Canada’s advertising brains were 
put to work. The talents of about 
20 agencies were pooled and ad- 
vertisers, publishers and radio men 
put their shoulders to the wheel. 
In addition to government-author- 
ized expenditures for space, na-| 
tional advertisers bought space for 
the loan drive on a large scale, and 
it is probable that the privately- | 
sponsored copy in the aggregate | 
exceeded the government expendi- | 
tures. Complete figures are not yet) 
available, but it is estimated that 
more than $1,000,000 was spent in| 


AID DRIVE 


Liaailennierlinitanealy FREE 1200": 


j wasmes: 
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Canada's war effort figures in both these 
advertisements. At left, the Heinz regu- 
lar product copy makes room for a small 
box boosting war savings stamps and 
certificates. Old Dutch Cleanser offers 
certificates instead of cash in a current 
contest. J. J. Gibbons, Ltd., is the 


Heinz agency. 


ll media. Daily and weekly news- 
apers, magazines, farm papers, 
isiness papers and radio carried 


€ appeal to the public, as well as 
itdoor posters, window displays 
nd other advertising vehicles 

Far Over-Subscribed 
When the campaign came to an 
d §800,000,000 worth of bonds 
‘id been purchased by the public, 


proximately one-third over the 
ee 


MORE SENSE TO YOUR 
ADVERTISING DOLLAR! 


| 


a VN = . “souk WORK 


ase Fon ence IN 


COMPLETE 
COPY 
AND ART 
FACILITIES 


Xt W912 GOOO MOUSE TO KNOW 


NREL PROCESS COMPANY 
’ Canilh stacey, new YORK 


quota established. The magnitude 
of this job can be described more 
vividly in terms of what such a 
subscription would mean in the 
United States. Projected on a per 
capita basis, a similar campaign in 
this country would mean a_ fund 
of more than $10,000,000,000 raised 
in a single month’s time 
ably more than the 
lease budget! 

The Victory Loan drive has not 


consider- 
entire lend- 


|}only won new honors for modern 


promotion in the government and 
public eye, but it has also reaf- 
firmed the faith of business in plan- 
ned merchandising. Advertising has 
thus taken its place in the 
line of Canada’s all-out war effort. 


Michigan Governor Kills 
Butterfat Tax Bill 


Gov. Murray D. Van Wagoner of 
Michigan has vetoed a bill passed 
by the recently-adjourned legisla- 
ture which would have established 
a Michigan Dairy Products Adver- 
tising Committee. The bill would 
have levied a tax of one cent per 
pound on butterfat shipped between 
June 1 and June 15 each year, the 
proceeds to be used for promotion 
of the state’s dairying industry. 

New laws were enacted at the 
legislative session strengthening 
existing law regarding false adver- 
tising, and broadening it to include 
radio; establishing a _ fair trade 
statute forbidding retail stores to 
advertise as wholesale outlets; and 
setting up minimum standards for 
bread sold at retail. 


Leaves Farm Paper 


Frank Roehl has resigned from 
The Nebraska Farmer staff to be- 
come owner and operator of the U- 
Circle ranch near Tucson, Ariz. 
Tom Hickey, with the Lincoln, 
Neb., farm paper for the past seven 
years, has been named assistant ad- 
vertising manager. 


To Yankee Writing 

Albert G. Purdue § Associates, 
New Haven, Conn., maker of Lines 
thermal electric conduction system 
for heating viscous liquids, has 
appointed the Yankee Writing 
Service, Guilford, Conn., to direct 
a campaign using trade papers and 
direct mail. 


Vernon Scott, formerly in the 
advertising department of Roos 
Bros., San Francisco, and Gordon 
Onstott, recently of Stanford Uni- 
versity’s Graduate School of Busi- 
ness, have joined L. C. Cole, Ad- 
vertising, San Francisco, Mr. Scott 
as account executive, and Mr. On- 
stott as production manager. 


Consolidated Arts Moves 

Consolidated Arts Company, 
Philadelphia, has moved its plant 
to larger quarters at 124 N. 15th 
street. 


front | 


1AM ORDERING ENOUGH COPIES OF 
JIM YOUNGS BOOK TO GIVE OWE TO ERCH 
OF OUR REPRESENTATIVES FOR CAREFUL 
AND THOUGHTFUL READING 


Says THOMAS H. BECK 


President 


The Crowell-Collier Publishing Company 


problem. 


brilliant adve 


for their 


ORDER tory 


NOW 
Postpaid $1 


Be sure to get 


paid. 


or more, 


tising firmame 


‘rlising 


executives 
Those who buy 


tion is exhausted. 


If you're in the advertising, merchandising 
or other creative departments of business 
you will appreciate the new and exciting 
viewpoint with which 


“A Technique for 


Producing Ideas” approaches your primary 
James W. Young was for thirty 
years one of the brightest stars in the adver- 


nt. His clear thinking, his 


and merchandising 


campaigns and his constant study of success- 
ful methods carried him to the top of the 
advertising ladder. In 


this book he dis- 


closes his technique for developing mew 
ideas, ideas that work in advertising, sales 
and merchandising. 


Many other companies have ordered copies 


and representatives. 


almost invariably order 


additional copies for friends and associates. 


yours before the limited edi- 
The price is $1.00 post- 


Ten per cent discount for 5 copies 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 E. OHIO STREET 


CHICAGO, ILL. 
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28 ADVERTISING AGE 
Regulation of 
Private Building 


increased Taxes to 
Affect Selling 
in Many Lines 


Washington, D. C., July 2.— 


Index of Retail Activity in 
83 Important Markets 


The 


House ways and means committee S ® Based rs ves “°° ey om > all ~- 
. i] 
completed drafting of the new tax y e . in Ing (Copyright, 1941, by vertising Publications, Inc.) 
bill today, rejecting suggestions for 
an increase in second-class postage (Continued from Page 1) ia | | | TI | | | | TT 
mash = ge a ae °" | either exists or impends, and « for- WEEK BY WEEK VARIATION SHOWN HERE 
roadcasting stations. Congress 1S | ma] definition of defense housing. 
expected to begin consideration of | +20 
. . . . . ‘ ” ‘ 
the bill within a fortnight. “Critical List” Coming +5 A 
The committee recommended a| When these steps have ey 4 
long list of taxes destined to have ‘taken, plus the preparation of a de- | +10 a a 
a serious effect on merchandising. | fense housing “critical list” naming +5 \ YY ] 7" — 
Current rates on cigarets, beer and | a}) materials growing scarce, pref- |LAST YEAR 
gasoline were left undisturbed, de- | erence ratings for delivery of ma- | -s 
spite Treasury Department recom- | terjals will be granted to defense -” 
mendations that almost a half bil-| housing projects. Priority assist- 
a7 lion dollars could be realized by | ance will be given to both publicly | -'s 
a boosting these rates. | and privately-financed defense ~~ ; 
‘ On the long list of excise levies | housing. | 4 
urged are 10 per cent taxes on| The effect of the broad program | : 
aha ~ © - > - . ine | af . ° _ 9 —_ ——S OD vw > nA 
phonographs and records, musical) worked out by Mr. Palmer with JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
instruments, jewelry, watches,| E—. R. Stettinius, Jr.. OPM director 
a clocks, sporting goods, luggage, and) of priorities, will be to limit the 
uh photographic equipment. The rate) supply of building materials avail- aoe % Gain % Gain C. 
on refrigerators, air cooling equip-| able for non-defense work. Only yay oo y site — —— Week Week 4&0 ne 
. e¢ H . " e arte ° ° . erio erioc ] bh -e < 0 G ca 
ment, and radio sets and parts|those materials for which there is Ended Ended Ended over over Ended Ended o1 * 
would be raised from 542 to 10 per) an actual or threatened shortage | July 1,1939 June 30,1940 June 28, 1941 1939 1940 June 30, 1940 June 28, 1941 Li 
. cent. Soft drinks, which the Treas-| will be included. There is no pres-| Akron, O............-. 5,038,231 4,867,979 5,161,265 + 2.4 +6.0 167,489 192,794 +104 
4 ury wanted taxed an extra cent ent scarcity of such materials as PERN. Bey Bae ssa peas at 5,024,969 4,119,929 4,523,636 14.0 + 4.9 358,850 bh aebed tee 
per bottle, are slated for a manu-| }umber, cement and roofing, but the | hn ga “— siclebabvcigtes Py te it By ys ak ant 7° ee eg tt yt oy & 
ae tenet east — Py Porras Beye ; ee 8 altimore, Md. .......- J , ,388,272 2,225,8% t “ +7. 379,45: 25,532 +11 
facturers’ levy of one-sixth of a/ “critical list” now in preparation is| jirmingham, Ala. .... 6,452,792 7,063,006 7,557,458 $17.1 + 7.0 229,320 272,272) +107 
cent per bottle, with an equivalent | expected to include such items as | ——- 0.675.913 9.376.096 9,706,803 Loa +3.5 269,995 —Te6.795 Lae P 
rate for beverages dispensed from | structural steel, copper, zinc and| Bridgeport, Conn. ..... 4,866,574 5,120,304 5,435,772 $11.7 +6.2 187,152 197,316 ae | 
fountains. wiring. These products promise to | Buffalo, N. Y..... 8,145,662 7,476,380 8,218,617 +0.9 +9. 273,422 304,734 +1 Ir 
Office equipment, including type-|be even harder for non-defense | C#mden, N. J.... 2,070,027 2,780,062 2,676,287 +29.3 3.7 ar yoy 
° . . ‘adar Tt " P 9 q re 9 4° qe 9 497.572 4 5 +- 2, © 23 92,3 
writers and adding machines, are|puilders to obtain than at present, | °0#" Rapids, Ta aes nt a a a ae ~~ ( 
7 " “he > y rs fh O¢ 95 f 7 gC 5.5 923 + 5 + 7.5 « , 212, +] i ve 
due for a 10 per cent tax. To other H 1 Will Work ( -~ hag Sh Va hy hg. Rye : by pte +e. = uct 
s_Yrice avec -_. j > ¢ > ow or | «Chicago, Oye 826 , 400,36 v,125, : T Gee 79,053 026,296 } ver 
excise taxes, the committee added Clacinnati, O. 8.013.116 8.416.798 8.827.000 10.2 4.9 256,310 293,015 ‘dee 
a $5 annual use tax on all privately- This new defense step does not} Cleveland, 0. 8,990,499 9,325,178 9,661,864 + 7.5 3.6 336,645 357,224 HH] nor 
owned automobiles, and also raised | necessarily mean that a Baltimore | Columbus, © 6,636,943 6,786,046 6,830,579 + 2.9 +0.7 230,243 235,799 { line 
the tax on the sales price of new | shoe clerk, for example, would be | Dallas, Tex. . . 10,544,995 ~ 10,196,061 10,199,417 3.3 348,640 344,737 Ice 
cars to 7 per cent. All transporta-| unable to get materials to build aj Davenport, ta ppd ap ot pr ip etl tae ens oe a+ pei hg : wh 
tion fares of over 35 cents will be | private home. Baltimore, being an aed erik oat aan ttt 4'459.805 80 58 144.077 147.543 ‘ 08 
taxed 5 per cent, if the committee | area in which many defense jobs| pes Moines, Ia 3,401,728 3,433,356 3.238.049 1.8 5.7 119,372 106,329 10.9 dee 
has its way. are under way, is a “defense area”) jeiroit. Mich. ~ 10,117,452 10,513,698 11,435,929 +13.0 8 391,934 398,389 a 
. with a housing shortage. The Bal-| 1 Paso, Tex... 5,287,640 5,528,145 5,872,161 +111 + 6.2 219,828 212,716 : rea 
| ti ‘e shoe clerk, althoug aving | Erie, Pa. ........ 4,793,068 4,704,182 4,805,628 +0.3 2.2 190,512 183,764 reat 
Trade Execs Elect aged ged jee ny _ ae Svansviile, Ind 6,193,782 6090-756 6,674,972 + 7.8 9.6 244,608 265,510 ond 
Frederick R. Gamble managing | °° os Wwe Se Serer | Ball River, Mase 1,710,985 1,746,451 1,913,215 +11.8 + 9.5 70,470 77,680 0 ont 
Pmantar shen IB a program, would be able to get pref- an . a A Dad bd Rt Dads aaa ‘ — At dhl 
director, American Association of anes . . | Flint, Mich . 4,616,276 4,509,386 4,727,940 +2.4 + 4.8 188,552 180,334 T 
Advertising Agencies, has been| erence ratings on building materi-| port wayne, Ind 5,328,529 6,556,478 5,562,095 +44 +0. 207,305 194,103 not 
elected president of the Trade As-| als, on the theory that a new hous-| Gary, Ind. ni 2,921,825 3,191,612 3,307,173 + 13.2 + 3.6 147,737 126,252 4 cd 
sociation Executives, New York.) ing unit would thereby be created | Grand Rapids, Mich 4,439,994 4,621,867 4,986,716 12.3 +7.9 168,998 pes. + gre 
Other officers are W. Floyd Max-| which would help alleviate the | Greenville, 8. C.. - 8,279,853 __ 3,642,264 3,844,844 F1i.2 nd btn wens at will 
well, Lithographers National Asso-| shortage Houston, Tex. .. 8,544,180 9,459,560 9,724,182 + 13.8 2.8 358,988 333,382 be} 
ciation, vice-president; George F.| One lj St. h; bee laced | Huntington, W. Va 3,773,705 4,215,715 4,439,864 17.7 5.3 170,107 173,299 dist 
inky & lesa Cinmedbentemenn ne himitation has been placed | pydianapolis, Ind 8,264,730 8,878,383 9,474,071 14.6 6.7 $27,390 365,72 ' 
Quimby, Soft Fiber Manufacturers | ,, ‘iority assistance for defense | Hiren + ae aaa pets aha 400 es +r 24 28 =e 906 4 has 
Institute, vice-president: and Mer- n priority assistance or agetense | Jacksonville, Fla 4,538,282 4,925,914 5,106,136 +12.5 ie 184,380 178,206 ) s 
ns ’ pres > and NN es ; eee =f afindem sage . 016 120.406 1.184.255 0.6 1.2 39,618 43,750 ; { Cage 
rill A. Watson, Tanners’ Council of | housing, or housing in defense | Jersey City, N. J 1,141,016 1,120,405 134,25! 2 ’ . 
America, secretary-treasurer. areas. That is the value of each] Kansas City, Kan 1,289,337 1,562,183 1,401,797 + 8.7 10 90,540 16.599 vs ‘ 
eumeimanninate housing unit receiving priority as- | Knoxville, Tenn, 5,374,668 5,384,232 5,397,925 +0.4 + 0.3 201,866 210,546 | proc 
» Jctanra . —— a Little Rock, Ark 4,618,362 4,683,266 5,071,500 +98 + 8.3 186,830 181,454 i p 
NBC Issues Radio List sistance must not xceed $6,000. Los Angeles, Cal 12,672,390 12,462,906 2,006,086 5.3 3.7 396,857 25,364 liqu 
‘ : y The limit on the intended rental)! Louisville. Ky 7,291,796 7.377.277 7,785,832 1.6.8 5.5 281,442 288 641 — 
Py seereer gh emia Company | will be $50 a month. Hence, the| jyan, Mass. 9,320,694 4,482,086 4,897,138 +13.3 0.3 197,008 176,302 me 
has issued a reference folder which | ’ At. , one mor 
8 108 sane TeRAOn ailneaiione Baltimore shoe clerk’s home would | Manchester, N. 1.938.994 1,848,392 1.851.965 14s 1.0.9 69.944 -8790 j 
f P ll Unit ‘4 } ot egg a. ee ym have to be a $6,000-or-less project | "Memphis, ‘Tenn 5,968,522 6,713,000 6,776,070 $13.5 0.9 239,582 247,828 i are 
or a nited States and Canadian | ‘der to receive ; OK Miami, Fla » 9,175,112 7,960,645 7,605,355 + 6.0 4.5 187,439 175,336 agal 
radio stations, as ordered under the |!" Order to receive an ’ Milwaukee, Wis. ...... 7,238,942 7,963,207 8,588,164 18.6 7.8 254,993 281,929 prod 
: rics »gion; “oad. | . A bins beast be ——— - . . ee season ‘ 
North American Regional Broad-|  igher-Priced Homes Unlikely (Minneapolis, Minn 7,224,350 6,239,673 6,189,024 14.3 Os 240,985 273,383 ‘Emin 
casting Agreement at Havana, Cuba, ‘Nassau County, L. Ll... 1,415,106 1.230.541 1,951,602 137.9 58.6 86,098 85,352 ns 
which became effective last March Local representatives, probably | new Bedford, Mass 1,567,104 1.692.964 1.892.841 + 20.8 + 11.8 65,632 71,316 . n 
29. Federal Housing Administration | New Haven, Conn 4,651,570 4,851,658 5,083,488 19.3 + 4.8 191.604 187,488 ine 
district men, will be designated by | New Orleans, La.. » 9,665,224 10,133,621 10,026,421 + 3.7 1 364,299 $45,189 
|Defense Housing Coordinator Pal- |New York, N.Y. . 80,287,543 29,703,952 30,053,485 0.8 s o79,088 994.361 
_ artife afer  rati _| Brooklyn, N. Y.. . 2,062,664 1,837,091 1,863,326 9.7 4 b5,129 2,384 
MAILING SERVICE mer to certify preference ratings ‘Norfolk, Va. 4,802,420 5,157,086 5,418,254 + 12.8 5.1 104,222 205,520 ca Ht 
. : peqen 4 The ratings will be made} Oakland, Cal. ......... 3,952,808 4,431,081 1,612,458 + 16.7 1.1 120,981 168,268 verti 
Multigraphing — Filling-in (on rehabilitation projects as well as| Oklahoma City, Okla 4,741,044 3,960,376 4,333,476 8.6 +94 132,846 143,290 two 
ddan ~-Wesceaniies )new construction. Omaha, Neb. . 2,969,399 3,087,283 3.125.646 +53 -1.2 109,872 much 
How much change the new order | Peoria, Tl. .... . 5,523,883 6,942,587 6,407,128 116.0 +78 197,309 the « 
| ial : : *hilade is , 3,975 4,504,257 5,332,735 + 9.7 +57 571,02% 
THE LETTER SHOP, Inc. will make in home construction is seat gaa ™ pc tier+ prttrs+ yng os } . 9 +4 a 169.638 : f tl 
° . oe , ‘ e P ° o, o,baet 4, 06 0b 002 - @ ’ , ‘ i, ’ Oo 
440 8. Dearborn , Wabash 8665 | problematical at this early date. Pittaburg h Pa 10 315 494 10,981,656 11,319,924 19.7 + 3.0 355,698 397,866 A 
Most of the sections = which home Portland, Ore. ........ 6,208,127 5,573,746 6,437,496 3.7 + 15.5 228,004 229,516 — 
| building is booming coincide with] providence, R. 1 6,162,635 6,061,235 6,086,794 1.2 + 4.2 203,854 208,487 Batts 
the 200 defense housing areas al-| Reading, Pa. .... 5,039,945 5,823,151 5,501,150 + 9.2 + 3.3 186,998 204,050 . mit: 
| ready defined by DHC. As long as| Richmond, Va. .... aerate evenness weeetaee af “yr apt tye ‘ol 
| “s : .* : Rochester, N. Y. 7,741,723 7,890,614 8,174,379 + 5.6 3.6 266,044 298,908 .s 
housing units in these sections are Te MTRIT wiih Ti Wik TT 7% 5 TIKIT TORT 7 ibt 
—~ on J = ockKtord, . . . vie yslé,lo He cb , oe + Vie rllée ,46 1, 
erected at a cost of no more than] nook isiand-Moline, Tl. 4.264.964 4,253,424 1,623,946 L 84 + 8.7 168,490 161,028 14 me Wate 
| $6,000 each, the effect will be tO} sacramento, Cal 4.178.720 3,896,357 1,286,654 2.6 10.0 136.458 148.288 ‘ rat 
stimulate building. San Antonio, Tex 2,606,898 8.716.602 1.278.458 18.6 15.1 145,566 149,190 : R 
On the other hand, the prospects | *S@n_ Diego, Cal.. 6,499,925 5,263,588 6,157,118 8 + 17.0 165,970 = 233,310 Ire 
for the erection of a sizable num-| Se@ttle, Wash 1,678,286 6,021,286 6,126,936 a Ae ye 122.738 V 
7 dente — — ‘| South Bend, Ind 2,753,449 2,717,482 3,046,084 10.6 12.1 103,483 122,754 ° A 
COLLINS ber of private homes in the above | oro ine, Wash 3350886 2288 bbe 2188 706 + + Pry soe ene \R 
$6,000 class are not bright, whether | gt. Louis, Mo 9,192,660 9,385,560 9,196,265 2.0 16,625 323,60 Ne 
located within or without defense| st. Paul, Minn 5,337,336 5,431,006 5,259,819 1.5 3.2 176,154 160,804 . hed 
LLER & housing areas. Then, too, private |7Syracuse, N. Y . 6,123,782 3,694,411 1,162,310 15.7 + 39.7 124,103 154,23 ins 
| homebuilding at any price in non-| Tacoma, Wash . $,113,320 3,286,384 3,411,730 + 9.6 + 3.8 105,644 117 b> ; nc 
T a, Fl 3,325,392 7,2 626 + 2% 2 36,066 34,498 ' 
defense areas may come to a virtual rena oF is Sate aa : He ay e py tt po ¢ r . Lee tp ae sult 
oro oO, - an 0440 ’ i: ee ae eh 3) ~~ ; ‘ 0 4 Sa —~o, 40 
HUTCH | NGS standstill due to the question mark Troy, N. ¥ 2.193.398 2.197.692 2 369.474 + 8.0 7.8 78.372 87.108 ~~ 
on supply of materials. Tulsa, Okla 4,539,248 4,779,012 1,986,512 9.9 + 4.3 143,262 178,024 “3 
| Washington, DPD. 16,117,711 17,350,680 17.578.960 +94 1.2 199.7291 636,78 . ( P 
° ° Youngstown, © 3,770,527 4,179,538 4,604,615 22.1 10.2 160,818 273 \ 
Two Appoint Garfinkel 
| Nodoz Awakeners, Oakland, Cal., Total 501,430,313 510,396,844 132,263,182 $6.1 = 18,082,422 18,954 : ( 
| has appointed Sidney Garfinkel Ad-| 1 Atlanta Georgian” and Sunday American ceased 6 Commercial Appeal published 8 pABe ge 
| vertising Agency, San Francisco, to | . ee “oy : 1939. ” 4 tA 8. 1989 — Jan 1, 1940, containing 428,848 li: ; 
P 9 5 ot » tte 2 Chicago erald & Exam. discontinued Aug. 28, 193! vertising 
é > advertis oO ‘ »Doz ‘7 ; di- J 
y porn eee o its oy a 3 Minneapolis Star and Journal merged Aug. 1, 1939 7 Syracuse Journal published 100th Anniv ; k : 
at sng eigech inte oy soe Vi MaS| 4 Newsday launched Sept. 3, 1940. tion March 20, 1939, containing 216,027 . 2 
also been appointed by Eagle Vine-| 5 gan piego Sun suspended publication Nov. 25, 1939 vertising i 
yards Products Company, producer | 8 75th Anniversary Edition published : 
PHOT of Baronet wines. ————— F A 
O-ENGRAVERS . 
. . . . 
na ienaneeninn  eeuiteht Mnane ¥. ? Adds to Duties Picks Ballsieper To Charles Meissner. | 
aule e sacl Charles G. Endicott, Eastern ad- Allen Ballsieper, former art di- George Mayer, former! bese R, 
neodore J. Kau , Manager vertisi anager o o an- ctor of Frederic . Schnake - -Meyer vertisi Se! Sere i 
Theod J. Kauffeld na of| vertising mana f Hotel M rect f Fred k G. Schnake Ad-| ten-Me; Advertising 5 Ad e 
the product division, American| agement, New York, has also been Adv si Na 


vertising Agency, has been named | joined the Charles Meis “ 
advertising manager of the Sure- | tising Agency, Milwaukee. °°. 
Strike Company, Milwaukee. |eount executive and copy’ 


ac 


Type Founders, Elizabeth, N. J., 


appointed Eastern manager of 
has been elected vice-president. 


| Restaurant Management, New York. 
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Roundup of Advertising Promotions in the Test Stage 


au 


Canned ice cream in the making is an- 

nounced in this 1,000-line copy in Chi- 

cago newspapers by Ice Cream Products, 

Inc., as the forerunner to a possible 
national drive. 


Canned Ice Cream 
Product, Frizz, 
In Chicago Test 


Chicago, July 3.—A canned prod- 
uct, known as Frizz, for the con- 
venient preparation of ice cream at 
home, is being advertised in 1,000- 
line copy in Chicago newspapers by 
Ice Cream Products, Inc., in a drive 
which may eventually reach na- 
tional proportions. Although the 
product has been under develop- 
ment for some three years, it has 
reached the point now where it is 
ready for a real campaign and a 


tests for Hemo, a malted milk type | 


powder to which vitamins are now 
being added. The test campaign is 
being run in such Connecticut cities 
New Haven, Hartford, Bridge- 
port, New Britain, Norwalk, Water- 
bury, Torrington and Danbury. 

Schedules are 10,000, 13,000 and 
19,000 lines in size with some inser- 
|tions appearing weekly, others 
jevery other week. One - minute 
transcriptions also are being used 
on Station WDRC, Hartford. The 
test will take several months 
distribution will be extended else- 
where if warranted. 

“It’s the Greatest Drink Since My 
Ancestors Invented Milk!” is one 
headline being used, with Elsie, the 
Borden cow, doing the talking to 
|a group of Boy Scouts, pointing out 
the vitamin and other content of 
| the product. The price, 56 cents a 
| pound, is included. Young & Rubi- 
/cam is the agency. 


PHREDOCAINE PLANS 
NEWSPAPER TEST 

New York, July 2.—A newspaper 
test will break July 10 in 
Pittsburgh Press and _ Cincinnati 
Enquirer for Phredocaine, a_ pile 
treatment being introduced by the 
|Phredocaine Company, 
‘ee Us 

A free trial tube will be offered 
jin the insertions of 140 lines which 


as 


|; will appear fortnightly for about 
three months. 
| Jasper, Lynch & Fishel, New 


| York, is the agency. 
| 


_WIEGAND’S SPECIAL 
FORMULA OPENS TEST 
Chicago, July 2.—A full page was 
taken in the Peoria Star of June 25 
|by Kirk Laboratories, Chicago, to 
initiate a test campaign for Wie- 
| gand’s Special Formula for hair and 


three months program has been laid | 


out for this area. 


The ice cream market, which has | 


not been opened to grocers with any 
great degree of success in the past, 
will, company officials believe, now 
be made available to them through 
distribution of Frizz. The company 
has some 7,000 outlets in the Chi- 
cago area. 

A duo-pack can is used for the 
product, part of the can containing 
a powder and the other part a 
liquid. First the can is chilled in 
the refrigerator for two hours or 
more. The liquid and powder then 
are mixed, whipped and _ chilled 
again in the refrigerator tray. The 
product “doubles its bulk in a few 
minutes,” says the copy—a devel- 
opment which gives birth to the 
line “4 Minute Miracle.” 


“Frizz Kids” 


Human interest is lent to the ad- 
vertisements with the Frizz _ kids, 
two small fry in aprons and not 
much else, who draw attention to 
the convenient steps in preparation 
f the product. 

A three-month campaign has been 
aid out by the company’s agency, 
Batten, Barton, Durstine & Osborn, 
mited to Chicago newspapers. 
‘olor copy also is being used. Dis- 
‘ribution in the Fair store was stim- 
lated with the use of a demon- 
‘'rator with results, according to 

R. Bishop, president, which were 

re than satisfactory. 


/ARYING TESTS FOR HEMO 

Ne York, July 2.— Several 
Nediles and different frequencies 
‘insertion are being used by Bor- | 
*n Company to determine the best | 
Sults in newspaper advertising 
~~. 


“HOWDY, 


CLOSING DATES!” 


“Here we are, on the dot, thanks 
to speedy RAILWAY EXPRESS.” 
That's the order of the day when 
you use RAILWAY EXPRESS, 
the service that speeds up speed.” 


—And— 
lor super-speed use AIR EXPRESS— 
3 miles a minute. 


RAILWA XPRESS 


AGENCY Inc. 


NATION.WIDE RAIL-AIR SERVICE 


Chicago Business Wen Back \ew Cream 
[sed for Checking Baldness 
and Preventing Unsightly Dandrulf \wisance 


ands SPECIAL FORMULA 
FOR HAIR ond SCALP 


a 


scalp which later may be developed 
on a national scale. The original 
copy is being followed by special 
announcements on a smaller scale 
in advertising of dealer outlets. 
The product, which the company 
says has been in use in Chicago on 
a limited scale for four or five years, 
is being promoted as a scalp condi- 
tioner for removing dandruff, and 
for treating itching scalp, falling 
hair and the promotion of new hair. 
Matteson - Fogarty - Jordan Com- 
pany, Chicago, has the account. 


COMMERCIAL INVESTMENT 
TRUST IN 8-WEEK TEST 

New York, July 3.—Introducing 
a new “protective financing” service, 
Commercial Investment Trust has 
launched a test campaign in news- 
papers in 20 markets in New Eng- 
land, the Middle Atlantic and 
Southern states. The drive, CIT’s 
first general advertising campaign 
since 1936, will run for eight weeks 
with the expectation that it will be 
extended thereafter. Insertions are 
being used in run-of-paper as well 
as classified sections. 

The new protection covers regu- 
lar automobile insurance as well as 
towing, repairs and bail bonds. 
Lord & Thomas is the agency. 

CIT’s last campaign, in 1936, was 
the company’s first advertising 
effort in its 28-year history. The 


in major cities and several maga- 
|ines. Copy was designed to promote 
la better understanding of the role 
lof installment selling in modern 


i merchandising 


| 


and | 


the | 


Yonkers, | 


| schedule consisted of 30 newspapers | 


_ ENRICHED 


IT'S THE GREATEST DRINK SINCE 
MY ANCESTORS INVENTED MILK! 


sas (154 THE BORDEN COW 


wit HEMO you can | 


New vitamin and mineral content of 

Borden's Hemo is proclaimed in this 

newspaper copy currently being tested 

in eight Connecticut cities. Radio also 

is being used in the campaign. Young 
& Rubicam handles the account. 


Meat Institute to Use 
Magazines, Newspapers 


Nine consumer 
home economics 
business and 14 
lications, more than 300 news- 
papers and 1,300 outdoor posters 
will be used by the American Meat 
Institute in its new $2,000,000 cam- 
paign, just authorized by the board 
of directors to begin Nov. 1. There 
will be a 15 per cent increase in 
the number of newspapers used 
and, over the year, there will be a 
very considerable increase in total 
linage, according to Institute offi- 
cials. 

Copy will concentrate on educa- 
tional material, tying in with gov- 
ernment suggestions along this line 
and following out the standards 
established at the first nutritional 
conference in May. Orders for the 
new campaign will be issued in 
September. Leo Burnett Company, 
Chicago, has the account 


four 
nine 
pub- 


magazines, 
magazines, 
professional 


Raymond Reeves Takes 
'Government Post 


| Raymond Reeves, research man- 
lager of the San Francisco office, 
J. Walter Thompson Company, has 
resigned to become one of the Com- 


merce Department's new regional 
business consultants. 
Mr. Reeves will join the group 


already in training at Washington, 
D. C. Robert H. Leding, former 
research director, Lord & Thomas, 
was named to the group recently. 
The 12 regional business consultants 
will take an I1l-week training 
course. 


Leaves “Post-Dispatch” 
for KSD Managership 


George M. Burbach, advertising 
manager of the St. Louis Post- 
Dispatch for 27 years, has resigned 
to devote his attention to manage- 
ment and expansion of Station KSD, 
St. Louis. He will be succeeded by 


Stuart M. Chambers, his assistant 
in recent years. 

Mr. Burbach has been general 
manager of the Post - Dispatch - 
owned station for eight years. He 
will continue as secretary of the 
Pulitzer Publishing Company and 


remain on the board of directors. 


Features Safety Award 


The Edward H. Harriman Me- 
morial medal—highest award in 
railroad safety—has been featured 


in advertisements in 
weekly newspapers, and numerous 
farm, traffic, coal and_ business 
magazines by Norfolk and Western 
Railway, this year’s winner. This 
was the third award for the rail- 
| road, which had won the medal in 
11926 and 1938. 


128 daily and 


| 
| 
} 


WFCI Appoints Reed 

| Station WFCI, Pawtucket, R. I. 
has appointed Headley Reed Com- 
pany, New York, to be national 
representative. 


To Don Harway & Co. 

Christian Herald, New York, has 
appointed Don Harway & Co., San 
Francisco, its representative on the 
West Coast. 


Lever Shifts 
Spry and Rinso 
Radio Programs 


| New York, July 3.—In a seasonal 
|reshuffle of its Spry and Rinso pro- 
grams this week, Lever Bros. Com- 
| pany shifted one show from Na- 
tional Broadcasting Company to 
Columbia Broadcasting System and 
announced two new shows to debut 
on NBC next week. 

“Grand Central Station” for Rinso 
| will move over to CBS July 9 as 
|}a summer replacement for “Big 
| Town,” starring Edward G. Robin- 
son, which bows out for the season 
'this week. The replacement, which 
| may find a permanent berth at CBS, 
will be aired on the same schedule 
as “Big Town,” on Wednesday from 
18 to 8:30 p. m. over 75 stations. 

At NBC, Lever Bros. will launch 
|“Bringing Up Father,” based on the 
comic strip, to replace “Grand Cen- 
tral Station,” beginning July 8. The 
new Rinso show will be aired Tues- 
day from 9 to 9:30 p. m. over 48 


stations of the Blue network, the 
|same spot occupied by its prede- 
cessor. “Rinso-Spry Vaudeville” | 


| will make its debut July 12, over 


| 12 stations of the Red network from 


{11:30 to 12 noon. The Saturday | 
;morning show will feature Jim 
Ameche as master of ceremonies, 


with Dick Todd, singer, and D’Ar- 
tega and his orchestra. Ruthrauff 
& Ryan handles advertising of Rinso 
and Spry. 


Gulf Renews Theater 


Gulf Oil Corporation has renewed 
“Screen Guild Theater,” which will 
return Sept. 28 to be heard at the 
usual time, Sunday from 7:30 to 
}8 p. m. over 79 CBS stations. The 
dramatic program has been replaced 
for the summer by “World News 
Tonight,” a round-up of CBS cor- 
respondents in foreign capitals. 
Young & Rubicam is the agency 


Sponsors Boxing Bouts 


Adam Hat Stores will sponsor the 
broadcast of 10 major boxing bouts 


over the Blue network of the Na- 
tional Broadcasting Company, be- 
ginning with the Sammy Angott- 


Ray Robinson match July 21 for the 
NBA lightweight title. NBC signed 


a contract with Herman Taylor, 
Philadelphia promoter, for exclu- 
sive broadcast rights to the bouts 


Holland Backs Goodman 


Holland Furnace Company will 
sponsor Benny Goodman’s orchestra 
in a new program, “The 
warming,” 
30 stations of the Red network of 
NBC. The program will be aired 
Thursday from 8 to 8:30 p. m., for 
seven weeks and will feature a 
housewarming at the of a 
Hollywood star every Ruth- 
rauff & Ryan i 


House- 


home 
week 
the agency. 
“Newsweek” Renews “Headlines” 


Newsweek 
of the 


has renewed 


Headlines,” effective Sept. 


11. Aired over 24 NBC Blue stations | 


Thursday from 10:30 to 10:45 p. m., 


the program went off the air for | 
the summer last week Tracy- 
Locke-Dawson is the agency 


Defense Series Inaugurated 

A weekly “Millions for Defense” 
radio program, sponsored by the 
U. S. Treasury Department on time 


donated by the Texas 
went on the air July 2 at 9 p. m. 
over 84 stations of the CBS net- 
work and will be continued weekly 
for 13 weeks with a brilliant array 
of famous Hollywood and Broad- 
way names on the program, headed 


up by Fred Allen as master of cere- | 


monies Each program will be 
| heralded by the pealing of the Lib- 
erty Bell. Secretary of the Treas- 
ury Morgenthau dedicated the first 
program. 


NRDGA Names Meybohm 


Richard G. Meybohm, formerly 
with McGreevey, Werring & Ho- 
well, New York, has been appointed 
manager of the sales promotion di- 
| vision of National Retail Dry Goods 


| Association, New York. He suc- 
ceeds Joseph E. Hanson, who re- 
cently resigned to join 


Pattern Company, New York 


beginning July 17, over} 


“Ahead | 


Company, | 


Simplicity 


(3,000,000 Netted 
by Cupid in ‘40; 
Sets New Record 


Washington, D. C., July 2.—Dan 
Cupid scored his greatest success in 


1940, according to Census Bureau 
figures showing the number of 
marriages performed last year at 


a new record. Estimates place 1940 
marriages at about 1,500,000, indi- 
cating a rate of 11.8 marriages per 
1000 population compared with 
9.9 in 1939. 

Avoiding mention of any possible 
effect of selective service on wed- 
ding volume, Census Bureau offi- 
cials ascribed the increase to a 
whittling away of part of the vast 
backlog of marriages postponed 
during depression years and to a 
wave of increased births in the 
early ‘20s which raised the total 
number of altar eligibles in 1940. 

Although last year’s marriage 
total set a new record, the rate per 
thousand population did not reach 
the 1920 level. At that time, fol- 
lowing demobilization of the World 
War army, the rate was 12 per 1,000. 


Cement Account to J-W-T 


The Buenos Aires office of J. 
Walter Thompson Company has 
been appointed agency for the In- 
stituto de Cemento Portland Argen- 
tino, an organization formed by 
Argentinian cement companies to 
increase the use of cement. 


Brooks Named Asst. S. M. 


J. W. Brooks has been appointed 
assistant sales manager for Bristol- 
Myers Company, New York. He 
was formerly Midwestern branch 
manager with offices in Chicago 
Richard N. Hill, formerly sales rep- 
resentative in the St. Louis terri- 
tory, succeeds Mr. Brooks 


Appoints A. M. Sneider 

Bacmo - Postman 
Gloversville, N. Y., has appointed 
| A. M. Sneider & Co., New York, as 
| agency for its Lady Bacmo gloves 


* 


Corporation, 


ADVERTISING MEN 


WANTED! 


*& Yes--we want you to expe- 
rience the convenience and 
§ comfort of this hotel — cen- 


‘— trally located in the heart of 
‘| the agency district. Copy writ- 
If ers, artists, production men 
‘fall who burn the midnight oil 
| to bring an advertiser's mes- 
sage to the masses—will find 
sanctuary here. Our overnight 
kits help make unexpected 
detention in town easier to 
bear. 


You'll like our accommoda- 
tions: 800 pleasant rooms from 
$3.00, each with both tub and 
shower and radio. Home of 
the famous Glass Hat, where 
you'll relish luncheon, dinner, 
supper, or a nighteap after a 
siege at the office. 


NOTE 


Several agencies have found it ad- 
visable to make special arrange- 
ments here for their entire staffs. 
We will be pleased to have our rep- 
resentative call on office managers 
to discuss the merits of such an 
arrangement. 


Hotel 
BELMONT PLAZA 


Lexington Avenue at 49th Street, New York 
JOHN H. STEMBER, Manager 


| 
| 


| 
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ADVERTISING AGE 


July 7, 194) 


Broadcasting 
Industry Put on 
Priority Basis 


Washington, D. C., July 1- 
Among 26 industries placed on 
priority basis today by the Office 


of Price Administration and Civilian 
Supply was radio broadcasting, 
thus assuring that radio will get 
first call on necessary raw materials 
after direct defense demands have 
been met. 

The move by OPACS, insofar as 


broadcasting is concerned, came 
after the industry had made re- 
peated efforts to gain preferred 


status in view of the public serv- | 


ice character of the _ industry. 
Granting of priority rights will not 
mean, for example, that radio 
manufacturers will be able to gain 
supplies of aluminum (of 
every pound is going into defense 
production) but it will ease the 
problem of gaining delivery 
other materials for which shortages 
are less acute. 

The step may have important 
implications on television and fre- 


quency modulation broadcasting. In | 


both of these cases, development has 
been delayed because of the short- 
age of equipment. 
will not open the gates for a peace- 


which | 


on | 


OPACS’s order 


time flow of materials, but it should 


USO Campaign for 


improve the current situation. 


Other industries on the list in- 


,clude petroleum production and re- 


fining, food processing, industrial 
and academic research, all means of 
shipping and transportation, tele- 
graph communication and produc- 
tion and distribution of water, gas, 
and electric power. 


Join Bureau of 
Advertising, ANPA 


The following newspapers have 
joined The Bureau of Advertising, 
American Newspaper 
Association, New York, 
first of the year: 

Patriot & Evening News, 
burg, Pa.; World, Tulsa, Okla.; Trib- 
une, Tulsa, Okla.; Herald, Albany, 
Ga.; Standard-Examiner, Ogden, 
Utah; Daily Eagle, Claremont, N. H.; 
Record-Argus, Greenville, Pa.; Post, 


since 


Waukegan, Ill.; Press Herald & Ex- | 
| press, Portland, Me.; Bulletin, Endi- | 


cott, N. Y.; Tribune-Republican, 
| Meadville, Pa.; Valley Daily News; 
|Tarentum, Pa.; and Daily News, 
| Faribault, Minn. 


‘Names Kopmeyer 
The McCann Chemical Company, 
| Louisville, Ky., has named M. 

/Kopmeyer Company, Louisville, to 
handle its advertising. Newspap- 
|ers, direct mail, and business papers 
will be used. ‘ 


Support your retailer 


BU Y-LINES by Nancy Sasser — 


with local 
newspaper 
prestige and 
local customer 


coverage through 


You can reach 8,800,000 customers, at less than $800 per 


insertion, every week in Nancy Sasser’s personalized Sunday 


advertising column, BUY-LINES. 


Lively, brisk, written by a trained columnist with a flair for 


merchandising; always in anchored position. Women turn 


to BUY-LINES to see “what Nancy says” this week and what 


stores are carrying products she mentions. 


Your own message, written 


up in woman-talk. Exclusive 


representation. Minimum thirteen weeks contract. Natural for 


store tie-ups. Lever for new outlets. Practical for your budget. 


Now nationally syndicated in 32 papers. 
8,800,000 circulation’ in key areas. 
Starts September 7, 1941. 


*Note: March 31, 1941 A. B. C. statements now show an increase of 300,000 circulation 


New York Times « Chicago Tribune « Philadelphia Inquirer « Detroit Free Press « Cleveland 

Plain Dealer « St. Louis Globe-Democrat « Boston Post « Pittsburgh Press « Washington Star 

Minneapolis Star Journal « Cincinnati Enquirer « Indianapolis Star + Des Moines Register 
St. Paul Pioneer Press « Louisville Courier-Journal. 


New Orleans Times-Picayune + Houston Chronicle « Atlanta Journal « Dallas News « Memphis 

Commercial Appeal « Charlotte Observer « Miami Herald « Birmingham News & Age-Herald 

Richmond Times-Dispatch « Jacksonville Times-Union « Norfolk Virginian-Pilot « Nashville 
Tennessean. 


Les Angeles Times « San Francisco Chronicle « Seattle Times «+ Portland Journal « Oakland 
Tribune. 


For full information and rates address 


NEWSPAPER 


Sales Representative 


GROUPS, INC. 


for Nancy Sasser, Inc. 


420 LEXINGTON AVENUE « NEW YORK CITY * MOhowk 4-3430 


Chicago, 360 North Michigan . 


Detrou, General Motors Building e 


San Francisco, 110 Sutter Street 


Publishers | 
the | 
} of 


zines, 
| window 


jlines of space. 


| USO. 


Service Clubs Hits 
Nationwide Stride 


New York, July 2.—Moving for- 
ward under the guidance of a mass 
array of advertising talent, the 
United Service Organizations for 
National Defense has reported not- 
able progress in its campaign to 


raise $10,765,000 for the operation | 


service clubs near army 


Recruited of 


the 


from every phase 
business — newspapers, maga- 
radio, outdoor, car cards, 

posters and direct mail 
advertising experts have contrib- 
uted their services to make the 
USO drive an organized advertis- 
ing effort. According to 
D’Arcy Brophy, president, Kenyon 
& Eckhardt, who is chairman of the 
USO national advertising commit- 
tee, the campaign has been organ- 
ized on a_ planned basis, using 
proven advertising techniques, so 
that “for the first time, advertising 
methods which have been so suc- 
cessful in selling the mass produc- 
tion products of American indus- 


and | 
Harris- | avy camps and defense industries. 


Thomas | 


NEW "WEAPON" 


dMMOMMES a NEW chefs “cup! | 


3) 


Standard Brands, Inc., points to Fleisch- 

mann's enriched Hi-B, yeast, in this 

magazine copy, as a new defense weapon 

of vital importance in the nation's de- 

fense effort. J. Walter Thompson is the 
agency. 


Enriched Yeast 
to Be Pushed by 


tries have been applied in full to'| 


a patriotic effort.” 

A large measure of cooperation 
has been reported from the various 
advertising media. Through June 
16, according to the USO, news- 


Standard Brands 


New York, July 1.—Dramatizing 
the achievements of its scientists 
Standard Brands will launch a 
newspaper and magazine campaign 
July 7 calling attention to the use 
of Fleischmann’s enriched Hi-B, 


papers had contributed 1,502,736 | yeast in new enriched bread as an 


This was in addi- 


| 


important phase of the defense 


tion to newspaper space donated | effort. 
| 


by corporations and other 


vidual subscribers. 


one-minute 
distributed by 
Car cards and more than 
7,000 panel posters from coast to 
coast have been contributed. Some 
78 network radio advertisers have 
given time on their regular pro- 
grams, with contributions ranging 
from the entire program to a men- 
ltion of the USO written into the 
script. 


used 
/nouncements 


spot an- 


the 


Others Also Contribute 
of magazine space 
has been approved by the National 
Publishers Association, and the 600 
members of the American News- 
paper Publishers Association have 
been asked to donate space by 
Cranston Williams, executive direc- 
tor, while farm papers and business 
|papers have agreed to run 
/USO ads. Electrotypers have con- 
tributed plates and newspaper mats 
| have also been donated. 

The USO program calls for the 
maintenance of more than 360 serv- 
lice clubs where men and women 
/serving in army and navy camps 
and defense plants may find recrea- 
| tion during their time off duty. The 
| buildings will be constructed by 
the government and operated for 
USO by six member agencies: 
Y.M.C.A., Y.W.C.A., National Cath- 
olic Community Service, Salvation 
Army, Jewish Welfare Board and 
National Travelers Aid Association. 

Members of Mr. Brophy’s com- 
mittee include about 50 top-ranking 
agency executives. Heading the 
newspaper and magazine section of 
the national advertising committee 
of USO is J. P. Cunningham, vice- 


| Contribution 


also 


president, Newell- Emmett Com- 
pany. Thomas M. Keresey, vice- 
president, Lord & Thomas, is 


chairman of the media section. 
Chairman of the production sec- 
tion is Edward Mante, production 
manager, Kenyon & Eckhardt. Paul 
Holder, McCann - Erickson, heads 
the outdoor and transportation sec- 
tion. The radio advertising section 
has Joseph R. Busk, vice-president, 
Ruthrauff & Ryan, as chairman. 
Neville Miller, president, National 
Association of Broadcasters, 
chairman of the national radio 
committee, which includes head of 
the three major networks, local sta- 
tions, and regional networks 


is 


Wagener to Muench 


F. P. Wagener, former account 
jexecutive with Lauesen & Salomon, 
Chicago, has joined C. Wendel 
Muench & Co., Chicago. 


indi- | 


| 


| 


Illustrated by a drawing 
“Fleischmann announces a new de- 
fense weapon!” copy describes the 
lack of certain vitamins as a noise- 
less bomb which is “raining down 
on America today” and points to 
the improved yeast as a means of 
defense against this “mysterious 
blight.” Spotlighting its role 
the national emergency, Standard 
Brands will paint itself as a “food 
manufacturer in the first line 
defense.” 

Full-page copy will break July 7 
in Life and Newsweek, with 1,500- 
line insertions in 15 newspapers in 
13 cities, followed by a full-page in 
Time July 14. No further plans 
have been made. J. Walter Thomp- 
son Company is the agency. 


FCC Reverses Itself 


| counsel for its three divisions: 


on Brooklyn Cases 


Departing from its proposed find- | 


ings adopted Feb. 5, the Federal 
Communications Commission has 
issued an order in the so-called 


“little Brooklyn cases” which leaves 
matters as they stood at the date 
of oral argument. Station WCNW, 
whose operating hours FCC had 
proposed to turn over to Station 
WWRL, was granted a license re- 
newal. Station WWRL, Woodside, 
L. I., will be permitted to continue 
to operate as at present. 

FCC made it clear that the turn- 
about does not mean that it is “de- 
parting from its position that time- 


of a 
A total of 65|/bomb in motion and the caption, | 
|}magazines have donated space and 
{more than 500 local radio stations 
| have 


in | 


of.) 


“Seller's Market d 


fo Be Short-Lived, 
Wheeler Predicts 


New York, July 2.—That mu 
of the current “seller’s marke:” 
partakes of the characteristics of 
mirage, and that one of the m 
important things the advertising 
and sales department can do is 
prepare for a buyer’s market, a4: e 
two points made to ADvVERTISs) 
AcE this week by Willard 
Wheeler, formerly of N. W. Ay 
and now vice-president of S; 
Traffic Digest. 

Quoting a survey of sales m:.- 
agers which showed that 53 ; 
cent know they are in a sell 
market wholly or partly because 
restricted production, and that o: 
40 per cent expect this condition ‘o 
last long, Mr. Wheeler assert: d 
that since November, 1940, buyi:g 
for anticipated needs has push d 

I 
€ 
¢ 


c =m & 


indexes up at the most spectacu 
rate in the last 25 years, and at 1 
same time, the liquid position of t 
public has declined each month. 

“Those who have fastened their 
attention on increasing payrolls as 
a result of defense spending w’!! 
find this difficult to believe,” he 
| Said. “But the truth is that t 
‘relation between the amount 
|;money people have and the amount 
|they owe has been consistently 
dropping. Obviously, there has 
been borrowing to support buying 
\for future needs. 


Mortgage on Future 


mortgage on future buying and 
| when the future becomes the pres- 
ent current buying will then be 
that much less.’ The effects of this 
condition will become increasingly 
evident from now on, he declares, 
although they will not influence al! 
| business and all geographical sec- 
|tions equally. 

“The broad statement may bk 
|made that strong markets are get- 
| ting stronger and the weak weak- 
er,”’ Mr. Wheeler said. “This means 
| that in many cases the best hope of 
|inereasing efficiency in advertising 
|and selling will lie in making poli- 
cies more flexible so that the prac- 
| tice of selective marketing may be 
| practiced on a broader scale.” 

Predicting that many companies 
will have to adjust operations to 
conform with conditions in a buy- 
er’s market before the year is out, 
| Mr. Wheeler said that the most seri- 
ous problem facing advertisers is 4 
pincers movement in which one jaw 
is rising factory costs and_ the 
| other lowered net returns from 
|}sales due to resistance to increas- 
|ing prices and to increased taxes 
This condition, plus the pressure 
| being put on by directors to main- 
tain profits, is well on its way, in 
/many instances, to nip off sizable 
pieces of advertising appropriation. 
he believes. 


| “Forward buying is merely a 


is 


sharing stations do not represent a_ 


healthy condition 
be encouraged.” 


and are not 


Don Lee System 
Launches New FM Outlet 


Don Lee Broadcasting System 
will launch FM Station K45LA, Los 
Angeles, during the first part of 
August. This will be the first com- 


mercial FM transmitter on the West | 


Coast. 

There are now 53 approved FM 
stations in 24 states throughout the 
country, with 
waiting to be passed upon. Figures 
on the distribution of FM receivers 


show that during April the number | 
in use increased almost 15 per cent. | 


May distribution is expected to be 
comparable. 


Artists’ Group Appoints 
Pettingell & Fenton 


Associated American Artists, New | 


York, has appointed Pettingell &| 
Fenton, New York, as advertising 


mail 
order, retail sales, and “art for ad- 
vertising” department. 

Plans are now being drawn up 
for a campaign using newspapers, 
magazines, business papers and 
direct mail 


to | 


59 applications still} 


Merges Magazines 


The American Poultry Journa! 
and Poultry Item have been merged 
effective with the June issue and 
are now published under the nam 
of the Journal. The former edito! 


of Poultry Item, S. L. Althouse 
has been named associate edito 
and Eastern’ representative © 


| American Poultry Journal. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


BEAUTY AND A BETTER ISO-VIS 


_ Better than ever 


didhe. QRevoonee 


This dark-haired miss, a sure winner for 1941, shares the spotlight with fortified 
Iso-Vis in this 24-sheet poster panel created for Standard Oil Company of Indiana 
and ready for outdoor showing in the company's markets during July. 


ALCOA'S "PLAIN DUTY" IS EXPLAINED 


Harold E. Fellows, manager of Station WEEI, Boston, shows son-in-law Walton W. 


Blunt, Jr., some of the duties of fatherhood. The impromptu clothesline was ; - : |, : — s “Tae 
stretched across his office the morning after Mr. Fellows became a proud Featuring ° familiar slogan, this full he I MOCEACIES ; 
grandfather. page in The American Weekly June 29 ¥ * 


started the summer campaign of the must have all the Aluminum 
Tea Bureau, restricted this year because Famer’ -* 


BOOSTS NUTRITION PROGRAM 4 ee ae oe il lakes flowin a ae a ; yes 
— . , 


newspapers have been dropped, but out- Ti wre, 5 


door posters will again be used. Wil- This is whit Alves har don 5 
liam Esty & Co. is the agency. an itn plales duos 


GIANT BOX me? Secale 


Aluminum Company of America is using this magazine spread to tell both 
critics and friends that it went all-out on an expanded production program 
“before the tragedy of Dunkerque.’ (Story on Page 8.) 


WILLKIE, McCANN FLY TO COLLEGE 


ws 


This giant Ritz carton is lithographed in 


full-color on heavy board, with a re- Wendell Willkie drew a personal escort when he was flown from New York re- 
’ cessed top where food merchants can cently to Bowdoin College, Brunswick, Me., to accept an honorary doctor of laws 
place either cartons of the National degree. Left to right are Pilot C. S. Cowan; Mrs. H. K. McCann; Mr. Willkie; 
FOOD WILE BUILD & NSW SMERICA Biscuit Company crackers or related Mr. McCann, head of McCann-Erickson, Inc., and member of the college board 

items. of overseers; and William J. Beinecke, New York industrialist. 


BBDO's Bruce Barton prepared this advertisement for Macfadden Publications, 

Inc., as its contribution to Uncle Sam's nutrition program for national defense. OLD 

It will appear first in the Aug. 16 Liberty, to be followed in the September issues 

of nine other Macfadden publications. The text emphasizes how important scien- 

tific developments have improved the nutritive values of America's foods, and the 
nation’s aim to become the healthiest on earth. 


"NEWS CATHEDRAL" TO BE ERECTED 


BIN SYSTEM DISAPPEARS IN NEW ACCESSORIES STORE 


as 5] . f 2 > .. 
at wi i 
j : “ 
x f | aes j wil 
Dia ‘ 
ig fa > : 


Work is to be started at once upon this unusual newspaper building for the three 
*"ipapers of Poughkeepsie, N. Y., now members of Speidel Newspapers, Inc. Using merchandising principles evolved by Chevrolet Motor Division's parts and accessories department, this new store has 
™ployes of the Poughkeepsie Evening Star-Enterprise, Morning Eagle-News and just been opened in Kalamazoo, Mich. The familiar bins have been eliminated, and their places taken by convenient tables 
“ton Valley Sunday Courier will work in the air-conditioned “News Cathedral.” and shelves. Customers view related parts and see the store's entire stock. 
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SUPREME COURT 


: aes ULTIMATE DECISION on the success of an 
advertising campaign is made by the public. 
They are the Supreme Court and their decision is 
expressed in terms of purchases. 
So, while we in Young & Rubicam believe that 
the study of products to be sold is important, we 
believe that it is even more important to study 


the habits, the tastes, and the desires of the peo- 


ple who are expected to buy those products. 

That is why we invest so much of our resources 
in this research, under the direction of Young & 
Rubicam Vice-President, Dr. George H. Gallup 
...and it is why we constantly develop new kinds 
of research to teach us still more about what peo- 
ple think and feel, and why they think and feel 


as they do. 


YOUNG & RUBICAM, INC., ADVERTISING 


NEW YORK - CHICAGO - DETROIT - SAN FRANCISCO + HOLLYWOOD + MONTREAL + TORONTO 
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